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Only Holmes & Edwards gives you 
2 blocks of sterling inlaid at backs of 
bowls and handles of most-used 
pieces... plus seamless hollow 
handle knives... plus an all-popular lin 
of patterns! 3 unbeatable selling 
points! Sold directly to you... 
Holmes & Edwards can be your easiest, 
wisest, most profitable sale. 


ALL PATTERNS MADE IN U.S.A. 


HOLMES\&S EDWARDS 


Sterling Inlaid Silverplate 


A PRODUCT OF THE INTERNATIONAL SILVER COMPANY 
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Right in the heart of the European diamond market we have our own offices constantly 
- combing the markets to bring you the best values in fancy cut diamonds available. 
? 


That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes...all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 
29 EAST MADISON STREET * CHICAGO 2, ILLINOIS « PHONE: ANDOVER 3-7447 
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with these EXCLUSIVE jewelers' watch lines 


. aggressive 


highest acceptance by consumers . . 
advertising and promotion at both local and 


Hamilton and Hamilton ILLINOIS...lines that dis—- 
count houses can't get...are exclusive for retail 


jewelers AND STAY THAT WAY. You get stability national levels...prestige that sells... full 
and cooperation...not competition from Hamilton! profit and fast turnover...exclusive lines sold 


You get something else from Hamilton, too. The exclusively to reputable retail jewelers. 


back the watches that back you 


Hamilton « Hamilton ILLINOIS 


most trusted name in watches ...1it costs so little to give so much 


sold direct to retail jewelers by HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 


FOR JANUARY, 1955 3 








.».symb6l of gracious living 


Few possessions can equal Sterling Silver in the pride and 
pleasure its ownership engenders. Few things, for example, can 
match the feeling of dignity and well-being evoked by a 
table set with Sterling. The universal regard for Sterling Silver 3 
that has existed and persisted through the ages, will always persist. THE STRONG APPEAL of Sterling 


Silver is of vital importance to all of 
For in its distinctive combination of rich beauty and intrinsic us in the Jewelry and Silverware In- 
dustry. To help preserve it, we, as a 
principal fabricator, rigidly hold every 


An attractive display in your store like the one above, can help turn ounce we produce to highest standards 
of fineness, gauge, finish and working 


the impelling appeal of Sterling into additional business for you. properties. 


HANDY & HARMAN 
ty” HANDY & HARMAN 
\/ 82 FULTON STREET e NEW YORK 38, N.Y. 
UPTOWN BRANCH—15 WEST 46th STREET, NEW YORK 36,N. Y. 
Quality frrectous metals since 4867 


BRIDGEPORT, CONN. © CHICAGO,ILL. * LOS ANGELES, CALIF, ¢ PROVIDENCE, R.1. * TORONTO, CANADA, 


value, Sterling Silver stands alone among metals. 
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MOUNT 


Yes, take your time and count to ten before you buy those 
mountings—make sure the settings are die-struck by Karlan & 
Bleicher, Inc.—your guaranteed assurance of Perfect Die-Struck 
Settings. KB Settings are non-porous, non-brittle, easier to 
assemble and take a better finish. Easy to set, you will find 
KB Die-Struck Settings are designed better and priced better 
than any other type of setting. 


Don’t take chances with your precious diamonds—they’re worth 
far more.and look like more in a KB Setting. Insist upon KB 
Die-Struck Settings at all times—your rings deserve them. 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS — ITS 

FALCON STONE RING MANUFACTURING COMPANY, Inc. 

G6 A DIVISION OF KARLAN & BLEICHER 
» INC. 


(restrsudieanesiiaat bad 
188 WEST FOURTH STREET NEW YORK I4N XK offices iN CHICAGO AND LOS ANGELES 
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. . - handsomely c 
ling silver and eac 
beads. Distinctive 
designs — CATAMG 
manufacturer of 
religious medals. 
boxed as shown k 


A.R76 $15.00 


Sterling, hand-en- 
graved cross and 
center, pegged cor- 
pus, genuine Rock 
Crystal beads. 


$15.00 
Sterling, hand-en- Sterling, hand-en- 
graved cross and graved cross and 
center, pegged cor- center, pegged cor- 
pus, genuine Rock pus, genuine Rock 
Crystal beads. Crystal beads. 


A. R42... ...$12.00 


Sterling, hand-en- 
graved cross and 
center, beads Fili- 
gree capped. 

$22.50 
Sterling, hand-en- 
graved cross and 
center, genuine Rock 
Crystal beads. Fili- 
gree capped. 


Sterling, fire-po 
beads, assorted 
ors, hand -engre 
cross, pegged co 





All sterling, hand-en- 
graved cross and 
center, pegged cor- 
pus, corrugated 


beads. 
KEYSTONE 


THE GATAMORE COMPANY 








This new 


takes 
round 


Series 719 is a versatile, new emerald S t 0 il es 
setting. Designed to take round diamonds, 


it brings each ring into line with fashion’s 
latest trend. Adaptable to small baguettes, 
too, it is a practical, handsome setting that 
will enhance your line. The illusion top 
makes the diamond appear much larger 
than it actually is. The corner beads and 
side piercing provide the finishing details 
which add distinction to the ring. 


Series 719 is made in three sizes, taking 
round stones from 8 points through 50 
points. The beads on top allow for varia- 
tion in stone sizes. And, if you wish tops 
only, we make them under Series 717. 





fire-pe No. 4331 top size 7 mm x 8%4 mm 
ssorted Stone size 25 points to 50 points. 
1 - engra No. 4332 top size 6% mm x 8 mm 
ged cor Stone size 18 points to 37 points. 


No. 4333 top size 6 mm to 7/4 mm 
Stone size 8 points to 25 points. 


All sizes are available in 10% _iridio- 


platinum, jewelry palladium and _ gold. 
Patent 
Pending 


BAKER & CO., INC. 


113 ASTOR ST., NEWARK 5,N. J. 


NEW YORK e CHICAGO e SAN FRANCISCO #*© LOS ANGELES 
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Henry 
Burns 
goes 
into 


rhapsodies 


s.z,about 


Pa 


What really jarred the harmony of Henry's life was the *Controlied FF eaocd uction 


hue and cry of unfair competition. 
, , (means Consumer Preference) 


As a traditional watch retailer he went for Waltham’s 
Controlled Production policy in a big way. For Controlled 
Production means factory production geared to the tradi- WALTHAM WATCHES 
tional jeweler requirements. With this controlled distribution Time is BERNESE VMA TE WhOlE Riel con 
in perfect tempo with Henry’s requirements, Waltham 
provides a supply of watches for his market — (not a surplus 
for other markets) and Waltham keeps the full profit in his 
jewelry store. 


Why not let C. P. make beautiful music on your cash 
register? 





WALTHAM WATCH COMPANY 
Waltham — “The Watch City’"’ — Massachusetts 
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BRISTO 


Manufacturers of 18K Gold, 14K Gold, 


10% Irid. Platinum and Palladium Diamond Rings. 





RINGS ENLARGED TO SHOW DET AI 





BRISTOL SEAMLESS RING COMPANY 


7\ NASSAU. STREET =) Neem VORK 38... tebe CORK 








WITH OUR SINCEREST THANKS TO THE 
THE 6TH ANNUAL ““WATCH INSPECTION 


"WHY THE WATCHMAKER 
IMPORTANT 10 THE 


These quotes— taken at random from the hundreds of letters 


sent in by Quality Jewelers and Watchmakers like yourself— 


point to the basic importance of your repair department. 


“The store with a watchmaker can promote 
greater sales of watches because it can back 
each sales-talk with the infinite experience 
of a man that can make the minor adjust- 
ments so numerous and important to the 
prospective buyer.” 

—from Beacon, New York 


“I believe the watchmaker is vitally impor- 
tant to the retail jewelry store because at 
the watch repair department the prestige of 
a fine jewelry store may be upheld or greatly 
harmed through poor workmanship.” 
—from Boston, Mass. 


“T believe the watchmaker is vitally impor- 
tant to the retail jewelry store because he is 
a productive symbol, a skilled public serv- 
ant, capable of forever maintaining a corre- 
lated system of measuring time.” 

—from Manitowoc, Wisc. 


“I believe the watchmaker is vitally impor- 
tant to the retail jewelry store because the 
repair department is the pulse of a jewelry 
store. It sets the pace of the retail business 
within the store.” 

—from Comanche, Texas 


“The watchmaker is vitally important to the 
retail jewelry store because he is a represen- 
tative of a time-honored craft, noted for its 
superbly skilled mechanics and for its in- 
genious and exquisitely designed creations.” 

—from South Norwalk, Conn. 


“The sight of the watchmaker poring over 
his bench and looking through his loupe at 
a tiny piece of mechanism has always tended 
to inspire confidence in the eyes of the lay 
public.” —from Charlotte, N. C. 
“I believe the watchmaker is vitally impor- 
tant to the retail jewelry store because he 
is the potential powerhouse in furthering 
other sales.” —from Frederick, Md. 


“I believe the watchmaker is vitally impor- 
tant to the retail jewelry store because he 
gives his customers a specialized service that 
cannot be had at a discount house.” 
—from Detroit, Mich. 


“The watchmaker, by his indispensable 
dexterity in handling fine watches, is a 
prime factor in concretely perfecting the 
store’s integrity.” —from Lansdowne, Pa. 


“For the gifts you'll give with pride, let your jeweler be your guide.” 
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RECORD NUMBER OF ENTRANTS IN 
TIME’’ CONTEST...HERE IS 


5 






3 
4 


VITALLY 


RETAIL JEWELRY STORE 


A Reminder—These aids and services from The Watchmakers 
of Switzerland are still available to help you run a better 


service and repair business. 


The Main Types of Chronograph 
Explained by Their Dials 

All the answers to your questions about 
chronograph dials. Full-color illustra- 
tions explain the many dial variations of 
the main types of these special-purpose 
watches. 


Supplements to the Official Catalogue 
of Swiss Watch Repair Parts 

These two new aids — 22 pages in all — 
bring your Official Catalogue of Swiss 
Watch Repair Parts up to date. ‘They’re 
a “must” for every repair department. 


Technical Communications 

These bulletins help you service chrono- 
graphs, self-winding watches and calen- 
dar watches. Complete details, full color. 


Answers that Sell the Fine Swiss Watch 
Booklet tells the ideal way to teach your 
own sales staff the answers that sell the 
fine Swiss jeweled-lever watches. 


Answers that Sell—on Film 

This 16 mm. sound film has all the basic 
information contained in the book of the 
game name. It really demonstrates how te 
sell the fine Swiss: jeweled-lever watch. 


The WATCHMAKERS 
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Repair for Profit 

Another 16 mm. sound film by The 
Watchmakers of Switzerland, covering all 
phases of a profitable repair department. 


Selling Up 

Like the other two sound movies, this one 
helps you train your sales personnel in 
sound, profitable selling habits. 


The Automatic Watch 

Complete with informative slides, this 
speaker’s kit completely describes the 
most popular self-winding movements. 


The Chronograph 

Another speaker’s kit — with slides and 
other accessories — covering The Dial, 
The Pillar Wheel Mechanism, Move- 
ments Without Pillar Wheels and The 
Split-Second Mechanism. 


Information Service 

For answers to technical questions regard- 
ing watch repair, or for any of the im- 
portant aids listed here, write to: 


The Watchmakers of Switzerland 
Information Center, Inc. 
730 Fifth Ave., New York 19, N.Y. 


OF SWITZERLAND 





do you have 
the words 


to make | 
the sale? | 


SMFochloric acid on gold: tre as When customers ask, can you tell them... 
ng salt is largely used in ms cay e r 

Solutions for gold electroplating. ™ ay j What does “a oees 

gold filled. This term and rolled golem What's an arbor? 

fiate refer to articles made of base % 9 

metal, upon one or more sides or sur- We : What “ies flame opal? 

faces of whjch a sheet or sheets, or : °s spi I ? 

shell ofkarat gold is affixed by sol- hats oe — 

dering, brazing, welding or other mech- 
anical means, these sheets or this 





A good working vocabulary is a mighty im- 





suett 92 gold being re led, drawn or portant aid to successful selling in any field 
ress o the marked ratio before : : : 
uniting with the base metal. The term | ...but nowhere more useful than in selling 
gold filled isused when the karat gold sew i ili j i 
covering the article 18 1/3 or nore jf 3 jewelry. A jeweler familiar with the precise 
of ey a See for thinner plat- 4am , meaning of the words of his trade builds up 
ings PB term roiled goid flate ap- poate Me x ; . R 
plies. In both cases. the gold cust be Ze * a reputation for knowing his business. 
t at rast carat 1OnESS ‘ Aa ae i 
akaoé evga oe In your community, you are expected to 
actional content mus Pama: 
, shown; as 21/10 14h gold 111] eg@lmageainie cs be the man who knows the answers... the 
1°30 WK R.G.P.”. : ; ee . 
eaf. See GOLD BEATING fee Pa a i authority in matters of both jewelry terms 


sas and facts. An accurate command of the words 


of your trade can mean a difference in sales. 


All the answers on tap... is 


easy to have the answers handy. They are 
all listed for easy reference in the DicTIONARY 
OF THE JEWELRY TRADE. This standard refer- 
ence book has 272 pages of clear, crisp, well- 
illustrated answers to the meaning of prac- 
tically any word that can crop up in the 
questions a jeweler’s customer asks. 


What the Jewelers’ Dictionary 
giVeS you «+» You can learn more about 


how to use the language of the jeweler with 
sureness, precision and authority from a 
little time spent with this trade dictionary 
than from years of gradually “‘picking up” 
the information. It covers watches, their 





parts and their repair . . . gems, their types 
and technology . . . silver and gold and all 
the precious metals . . . and practically all the 
items made of them that the jewelry store 
sells. It also explains the tools of the trade. 
In fact, the Dictionary oF THE JEWELRY 
TRADE is not just a book of words, but almost 
an encyclopedia of information every jeweler 
must have . . . and every jewelry salesman 
needs, to bea better salesman. 
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GOLD FILLED PROMOTION 
LOOMS CHRISTMAS SALES 


's more to come _— 
+n some outstandl 

; Gold Filled ———— — phones talked Gold : 

Yes, the LIFE a rap Gold ay sales “ pone wherever Gold Filled was ; 

successes. Where retale ale climbed. All over tne 


e r unit sa P to c 
po _— pins ocdieate outstanding success. _ beginning —t there s much more nes 
re 


But the eT promotion ¥ pene wrt = 











ome! 


 —ae 
8s rt ge 











-~ 


a 


a for new Gold Filled Filled \ 
—_ LIFE ‘FE ads! 









ee 


<i 


eae for 


q 


‘ leading mar —— 


wa =a Yas — 


| Gold Fille 
il. 














ae FILLED/ 


am = | | 
pens STS ee e/g 









h for new 
and 
















The big, national Gold Filled promotion is a continuing promotion . . . not a one-shot deal. 
Here’s how you can cash in... 
» STOCK ... make sure your stock of Gold Filled is large enough to provide a good range of selec- 


tions. Don’t be caught short. 


DISPLAY ... let the national promotion build your store traffic. Use and identify Gold Filled 
” iteme in window displays. Group Gold Filled iteme in counter displage. 

IDENTIFY ... instruct your clerks to identify each Gold 

Filled piece as Gold Filled when selling a customer. Take 
» advantage of the preselling done by national advertising. 
Y 


EXPLAIN... make sure everyone in 
your store can give a lucid explanation of 
Gold Filled and how it differs from less 
expensive plates and washes. If 
you would like a booklet 
explaining Gold Filled, just 
write to the address below. 
It will be sent you 

without charge. 




















Manufacturers Association 
Attleboro, Massachusetts 
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A POLICY CHANGE 





Birmingham Silber, Ine. 
Sen 


Sheffield Reproductions 
DIRECT TO THE RETAIL TRADE 





will now distribute their 


Now you can buy, after almost a quarter 
of a century of confined sales policy, our 
very familiar line of Fine Silver Plated 
Hollowware direct from the factory to you. 


A new name Birmingham Silver Inc. 
has been organized to manufacture and : 
distribute the same traditionally fine 
quality line of Silver Plated Hollowware. 


Birminahbam Silber, Ine. 


1000 GRAND ST. BROOKLYN II, N. Y. 
WEST COAST REP. EASTERN REP. 
Herman Hirsch A. C. Hirsch 

315 W. 5th St., Los Angeles, Cal. 362 5th Ave., New York I, N. Y. 
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SETTINGS 
and 
SHANKS IN 


GOLD-PLATINUM-PALLADIUM 


Write for Free Illustrations of Various Styles 








Series 500 












< 


HONESTY ACCURACY 


KARAT REFINERS & SMELTERS . _ JEWELERS 
cos |= ° FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. ©@ Phone JUDSON 2-3095 @ #£New York 19, N. Y. 
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Foster Quality in Hamilton 
and Rhodium finishes and 
hand-engraved Sterling — 
at popular prices. 



















‘y 
~> A FABULOUS NEW MEN’S LINE 


by Festi 


Tremendously approved by leading wholesalers at its premiere in Providence. 












SOLID BAR 
NO SPRING 


Stylists raved about the fresh new designs. Technicians raved about the patented 
NON-TILT tie bar action and the NO-SPRING-NO-RIVET cuff link actions. Merchandisers raved ~—F 
about the stunning, colorful DEMONSTRATOR PACKAGING that gives the retail e& >) 
salesman something to work with .. . You will like this profit-loaded offering 











by the makers of famous Foster watchbands. If your wholesaler hasn’t shown _ Hinged Gripper—the exclusive 
P ’ , , ; FOSTER NON-TILT action 
it, ask. You'll agree it’s the sensation of ‘55. ravenna 
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A fantalizing Tid-Bit 
from FOSTER’S Great New Line 


of Expansion Bands for 1955 
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Ask your wholesaler for your copy 


of Foster's 1955 watchband catalog 
showing many new numbers added 
to Foster’s watchband line. 







“OSTS 


FOSTER METAL PRODUCTS, INC., ATTLEBORO, MASS. 


Also: 657 Mission St., San Francisco 5, Calif. 
And: 29 East Madison St., Chicago 2, Ill. 








PGmazing new cc : 
. «a sensational new setting that 


e your diamond sales! 


Beauiti-qle" by Feature Lock. 


Reg. T. M. 

STARTLING in its concept, revolutionary in 
its approach, “Beauti-Glo” is, without 
doubt, the greatest advance in ring setting 
design in the history of the jewelry 
industry. Scientific tests by an independent Testing 
laboratory actually PROVE that the new 
"Beauti-Glo” setting makes a center diamond 
MOK 90% LARGER . . .87% MORE BRILLIANT! 

° f it. This sensational new selling : 

r. an sky-rocket your diamond sales, be the 

'sihgle new profit-builder in your 
yct .. . every customer who sees 


Le ck swings out. Rings lock together. 


Lock Interlocking Rings have been proven through years of experience . . . the 

















$7.50 retail 


$5.00 retail 


BUY ALL YOUR JEWELRY THROUGH 
YOUR JEWELRY DISTRIBUTOR 














SATISFY YOUR 
CUSTOMERS’ DESIRE = «+ 
CALL YOUR 
DISTRIBUTOR 


$3.50 retail 


Wou're a jeweler. You've got plenty of headaches! 
Inventories, high operating cost, personal and 
personnel problems. 


When you order men’s jewelry, you want what you want, 
when you want it! So, it’s a nice feeling to know that 

you can call your Squire Distributor and get something 
extra . . . a complete range of the latest, most popular 
styles, plus prompt, efficient service. It’s your Squire 
Distributor’s job to serve your needs. When you need 

the best in men’s jewelry .. . call him! 


And, whatever you do. . . don’t miss the Squire line 
for 1955! It’s really terrific! Squire Inc., Taunton, Mass. 
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71F565 GF. $6.00 
71S$565 S/S 5.25 







F564 GF. $4.00 
NS564 S/S 3.30 










71 F563 GF. $4.00 
74$563 S/S 3.30 


ALL PRICES KEYSTONE 


All items shown are availabie in 
1/20th-12Kt. Goid Filled and Ster- ; 
ling Silver, Rhodium Plated. Some JEWELRY’S NAME FOR QUALITY 
styles in 10 Kt. and 14 Kt. Gold. 


G.F.—1/20th 12 Kt. Gold Filled 
$/S—Sterling Silver 


FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY 





HAND CARVED 


Matched Wedding Ring Sets 


exclusively 


designed by 


du Goup\ 


Each set is a portrait of HAND CARVED loveliness ... each set 
the original creation of jewelry designer Fred Barel, famous 


throughout the nation for his superb master artistry. 


BAREL BRIDALS are your best buys and best sellers because 
they are superior in craftsmanship and unsurpassed in 
value. Naturally, they are the choice of modern brides 
and grooms who recognize . .’. and insist on ... . HAND 


CARVED matched wedding ring sets of distinction. 


Sold Directly to the Retailer by the Manufacturer 


Mats Available Free Upon Request 


24-Hour Service On All Special Orders 


THE JEWELERS’ CIRCULAR-KEYSTONE 





The wheel of a Ballou ear wire is of 
such perfect workmanship many manu- 
facturers of high grade products order 
uncapped wheels for their products. 


FOR JANUARY, 1955 


SCREW EAR WIRE 


With precision, machine-cut threads on the hub as well as on the post, 
the Ballou line of screw ear wires offers the trade a quality that it pays to use. 
Inspected in the Ballou tradition each item is checked for alignment and 


corrected, if necessary. Available only in precious metals — 14K, 10K, Sterling, 
and Gold Filled. Send for supplementary catalog sheet. 





FINDINGS 


SOLD TO THE MANUFACTURING TRADE 


B. A. BALLOU & CO., INC., 61 PECK STREET, PROVIDENCE 2, R. I. 
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eee Orange Blossom is 
America’s outstanding 
style-line ¢ 


























Nine out of ten rings sold over a retail 
counter today are selected because of their 


eye appeal and smart design. 





Orange Blossom gives you superb styling 

in a wealth of patterns to capture the eye of the 
broadest possible market—PLUS traditional 
fine quality and expert craftsmanship to assure 


satisfied customers. 


There are some desirable franchises available 





to alert, ethical dealers. 


Please direct inquiries “Attention of Sales Manager.”’ 


TRAUB MANUFACTURING COMPANY 





1934 McGraw Ave., Detroit 8, Mich. 
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Increase your watch sales with incnabloc 


Tie in with INCABLOC’s 
powerful national adver- 
tising —in LIFE, SATURDAY 
EVENING POST, WOMAN’S 
HOME COMPANION, COL- 
LIER’S, LOOK, WOMAN’S DAY, 
TIME, NEW YORK TIMES 
MAGAZINE, FARM JOURNAL, 
EBONY. Write for and use 
INCABLOC’s selling aids— 
colorful six page booklets, 
counter cards, mats, and 
watch tags. They’re free! 





Watches equipped with INCABLOC shock absorbers are selling faster 
than ever with these convincing sales points: 


@ INCABLOC protects the vital parts of a watch against damage from 
everyday shocks. 

@ INCABLOC maintains the accuracy of a watch. 

@ INCABLOC extends the life of a watch. 


@ INCABLOC is now used in over 80,000,000 watches—proof that watch 
manufacturers and customers recognize the importance of INCABLOC 
in watches. 

And just as important, INCABLOC protects you because—it reduces unprofit- 
able returns and servicing to a minimum during the guarantee period of 
the watch—keeps your customers satisfied. 
Remember, when you feature INCABLOC, you sell more watches. It’s like 
having another salesman behind your watch counter. 

O.6. 8 
For the attention of watchmakers and repairmen: When routine cleaning or 


repairs are required, INCABLOC permits easy cleaning of balance-pivots and oiling 
of jewels without disassembling the watch movement or affecting the adjustment. 


incabloc 


Made In Switzerland 
INCABLOC CORPORATION, 15 West 46th Street, New York 36, N. Y. 
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oldstein-Seron lo.) Proudly Introduces : 
The House of Fishtails 
Their New 


NEWSPAPER ADVERTISING 


Slice. at last, is the perfect mat 


service ... with all the necessary elements 





to sell diamonds all year ’round. Planned 
by advertising and merchandising experts, 


it is truly the most flexible ever devised. 
® 
MATS ARE FREE 
UPON REQUEST! 


Introducing the New 


Fincll 


INTERLOCKING 
This sensational line of diamond mountings Diamond Bridal Sets 


is certain to increase your diamond sales 
volume . . . because exclusive patented Fiancée and 


Diamond Earrings 





Dual-Action “sells on sight!” 


Sold only through wholesale distributors 





soldstein 130 WEST 46th STREET 


NEW YORK 36, N.Y. 


erson Co. Inc. 
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he Bulova “23”, introduced in 1954, in its first year, achieved 
whe most extraordinary success of any watch ever in the his- 
ory of the jewelry business. 


n fact, in less than a year, retail sales of the Bulova “23” 
ill amount to more than $15,000,000. 


ruly the leader, made by the leader, the Bulova “23” is 
ntirely made in our own factories—and backed by the pres- 
ige, heritage and skill of the No. 1 name in the world of 
jatches ... Bulova. 


ongratulations to Bulova jewelers for contributing so mag- 
ificently to the greatest success in watch history—the Bulova 
23”, Your loyalty and cooperation made this possible and 
ve at Bulova feel deeply grateful. 








“From your hands to his wrist’ 


BulovaZ? 


(Cig -¥- be-3-3 ae Voda i-h\4-Jaal-take 
in a Century of 
Wa" e- bcotalaal-U.alare 


personal message of appreciation to all Bulova jewelers for 


helping build the greatest success in watch history 


And, of course, ... 


Our Sincere Holiday. 
Greetings amd. Bost 
Wishes or a Vrosprroub 


President 


THE BULOVA WATCH COMPANY, INC. 






















Columbia 


dealers 





need no 


“lucky 
penny” 





* 


GUARDIAN VANGEL: 


SC 







Introduced just this past Fall, “Guardian Angel” 
has become the diamond ring “buy-word” with both 
consumer and alert merchant alike. So now, for 1955, 
Columbia Tru-Fit’s Guardian Angel gets an even bigger program. 
Thousands of jewelers will reap increasing profits 


out of that program...you should be one of them! 


SEE WHY COLUMBIA CAN'T TURN, TWIST, SLIP 





The Guardian Angel 
contracts to permit easy 
passage over knuckle... 
















finger contour, holding ring.) 
safe, comfortable, perfectly ~ 
positioned always! 
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NTROLLED plan... 
giving DIRECTION to diamond merchandising 


... has already set retail sales records in 


every section of the country. 


We invite your inquiry on the availability of a 


Tus . 99 franchised Columbia Tru-Fit agency in your community. 
if DIAMOND RINGS Pipe 


a division of Axel Brothers, Inc. 
21-10 49th Avenue, Long Island City 1, N. x 





Are you 
getting your share of the 


market? 


The tremendous all-year-round popularity of charms 

can build a steady profit source for you. 

Shown here are a few of our many numbers available 

individually or in attractive display assortments. In 14K 

and Sterling Silver. 

And, of course, many chain patterns to assemble 
~ complete charm bracelets. 


Order thru your wholesaler. 


™ 


CARL°*ART inc 


PROVIDENCE 


New York Office: Mannie Levine Chicago Office: Howard D. Seebeck 
1 West 34th St., New York, N. Y. Wisconsin 7-109] 10 South Wabash, Chicago, Illinois. CEntral 6-4167 
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for retail jewelers only! 


% 














lar AVG 


MANUFACTURERS OF FINE WATCHES SINCE 1886 


styled and 
merchandised 
1KOVIZ04 

fo meet 


TODAY'S 


watch problems 


Sole Distributors in the United States and Canada 


WINTON WATCH COMPANY, 64 WEST 48T STREET, I 
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it’s happening 


Fifty-one years ago, J.B. Gordon 
was the “little brother” of a 
“big” 19-year old auctioneer, 
an enterprising livewire who 
bought up and sold little stocks 
of jewelry, crockery, 

most anything that came his way. 
Tagging along, the young lad 
learned the meaning of 

buy and sell, stores and stocks. 





At the age of 17, 

J.B. bought the first 

jewelry store “all by himself” 

(it was Gaffney’s in 

Waterbury, Connecticut and the 
price was $1200, a whopper!) 
Later that same year he 

ventured beyond New England 

to buy a store in Pennsylvania. 
Youthful morale bolstered by 
moustache, derby, spats, 

cigar and cane, he now dared most 
anything, preferably under $1000. 
In those days “home office” was but 
an address for picking up mail. 








By the age of 21, 

the femme fatale had entered. 
Now J.B.’s young bride took 
time out from her cookbooks 
to pour over lists 

for potential sellers of 

jewelry stores and stocks. 

They circularized the country 
with letters written in 

longhand on their kitchen table. 


By the time he was 23, 
business warranted a real 
office, a tiny one to be sure. 
Since then, the business has 
extended and broadened .. . 
surplus stocks becoming 

an important phase... 

the purchase of large stores 
and the versatile ways of 
handling them, making history 
in the jewelry trade. 

Five times, Gordon Brothers have 
outgrown their quarters ... 
this is the sixth move! 


ale Poth 


the oldest and largest cash buyers of jewelry stores and stocks in the United 
States with a 51-year old policy of “always a reliable offer, usually the 
highest.”’ Consult Gordon Brothers without charge or obligation of any kind. 


Note the new address .. 38 Bromfield Streeos 
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looking back to small beginnings... 
looking ahead to continued growth... 
pardon us for a bit of reminiscing as again... 


were moving to 


larger. quarters 


Today the “little brother” is 

father of the firm. With him 

are his three children 

(one from the legal profession, 

one from the newspaper field, 

the third merchandise-trained) 

heading up specific phases. 

Growth has come not only in 

size, status, organization, 

but in experience, vision and most 

important... in earned reputation, 
oday, no mattez how large or small, 

how near or far, or how unusual 

the store or stock, we need 

no “derby or cane”’ to state 

confidently, we can handle it! 


eeboston 8, Mass. 7elephone HAncock 6-3233 
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control 


this Is 
the biggest 
watch story 
in 25 




























The delicately palanced mechanism of 
a fine watch usually, o matter how 
great i 1 cost, ™ P yjusted 
after wner wears it. This doesn't 
indicate defect 0 the watch. It proves 

~ i is precision engi- 


ts origina 




































y you. It’s 

men demand whe 

counts — ma 
taste is import 


good 
sa) * 
it’s SUPER WATERPROOE 
pecause the case js never 
opened. 

it's ACCURATE 

pecause you set it to suit 
your wqiming.” 


it’s SHO KPROOE 


it’s cushioned.” 


ant. 


pecause 
it’s DUST RESIST ANT 
ot pene- 
aled case- 


pecause dust 
trate the supe 


1 Balance 


ing an ; . 
or ve 


MainspY 
Staff naranteed 
life ° 
Orde 
*as long 
intact, ca 





as »pystal i 


use U nopened 


advertised in 
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IS BUSINESS YOU CONTROL 






time control ~~ 
WILL BE SOLD EXCLUSIVELY I / ¢egeSNNG 
THROUGH THE RETAIL JEWELER [ ea #2 








there is only one time control 
there ts only one customer 


who can buy time contr n 





e Stainless Steel 








.. Our customer! : © Sweep Second Hand 
e Genuine Leather Strap 
There is no “‘competition” down the street . . . $399 


YOUR FULL PROFIT IS PROTECTED 


No more time out for profitless adjustments . . . 


MORE TIME TO SELL 


Time control's trouble free performance means 


GREATER CUSTOMER SATISFACTION 


Croton Nivada Grenchen 
404 Fourth Avenue, New York 16, N. Y. 


Please send me sample time control and complete 
promotional material. 





Store Name 





NIVADA GRENCHEN 


Address 





404 Fourth Ave., New York 16 


City State 





| 

| 
CROTON i 

| 

! 

7 
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THE PERFECT Ypulaileg QR PROMOTION 


/ 


UU 


Uff 





THIS SELF-SELLING 
DISPLAY MEANS 
MORE SALES 


Don't miss out on this BIG BUSINESS PROMO- 
TION ... follow the trend to the "GEM WITH 
THE BURNING HEART”... by Opalite... the 
Action Jewel with the Precious Glow! And, 
then watch the glow of satisfaction with 
increased sales. 


Available through your wholesaler in: 
* Gold-Filled 
* Sterling Silver (rhodium finished) 
* Solid Gold 


SEND FOR LATEST CATALOG 


Please include Name of your Wholesaler with order to 
facilitate delivery. 


“OPALITE” mia hea 


PENDANTS « EARRINGS « PINS PHILADELPHIA 30, PA. 
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about the children’s 
jewelry you're selling? 


If not... could mean 


~ you're not getting g 
BEST QUAMTY / 
(- Ce 











ny time is “gift-time” 


for the younger set, and jewelry 






for youngsters tops the selection list. Since CHAIN is 






a requisite for most pieces of children’s jewelry only the best 






quality chain will do. Do, that is, to be good enough 






and strong enough to take the wear babies and youngsters 






may give it and still retain its dainty charm. 





Good quality chain is inexpensive when the measure 


of its value meets the CHILDREN’S JEWELRY TEST. 










Ne ESTES SOME MME MMMM OTMNESIMASAIEMIIOIEI 


Take pride in the chain YOU sell . . . select it for QUALITY and appeal ; mcMa ; 
MACHINE CHAIN MANUFACTURERS ASSOCIATION so 


ATTLEBORO, MASSACHUSETTS * P.O. BOX 623, PROVIDENCE, RHODE ISLAND * MAPLEWOOD, NEW JERSEY 
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BOOKS 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'in print'’ at the time 
orders are received. We can supply titles from leading publishers. All prices 
quoted are net. No accounts opened for book purchases. 


anywhere in the United States. 


For the Gem Expert, Connoisseur and Student of Gemology 


Books sent post-paid 





GEMS AND GEM MATERIALS $6.00 
Drs. Kraus & Slawson 

A KEY TO PRECIOUS STONES $3.50 
L. J. Spencer 

GETTING ACQUAINTED WITH MINERALS $4.50 
George L. English 

REVISED LAPIDARY HANDBOOK $3.00 
J. H. Howard 

A ROMAN BOOK ON PRECIOUS STONES $6.75 


Sydney H. Ball 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 


STORY OF THE GEMS $4.00 
H. P. Whitlock 

STORY OF DIAMONDS . $1.85 
A. C. Austin and Marion Mercer 

FAMOUS DIAMONDS OF THE WORLD $1.25 
Robert M. Shipley 

HANDBOOK OF GEM IDENTIFICATION $5.00 
Richard T. Liddicoat, Jr. 

GEM TESTING $5.00 
B. W. Anderson, B.Sc., F.G.A. 

GEMSTONES $8.50 


G. F. Herbert Smith 


POPULAR GEMOLOGY 
R. M. Pearl 


GEM IDENTIFICATION CARDS 
Wilburt M. Draisin 


THE ART OF THE LAPIDARY 
Francis J. Sperisen 


PROPERTIES OF GEM VARIETIES OF 
MINERALS 


Edward Wigglesworth 


DIAMOND TECHNOLOGY 
Paul Grodzinski 





JEWELRY ENGRAVER'S MANUAL $3.50 
John J. Bowman 

JEWELRY MAKING AS AN ART EXPRESSION $6.50 
D. Kenneth Winebrenner 


JEWELRY DESIGN AND APPLIED DESIGN $25.00 
C. A. Jakobb 


JEWELRY AND ENAMELING $4.50 
G. Pack 
REFINING PRECIOUS METAL WASTES $7.50 
C. M. Hoke 
ART MONOGRAMS AND LETTERING 
J. M. Bergling 
(Special 18th Edition—Paper Cover) $2.50 
19th Edition—104 Pages—Hard Cover $6.00 
METALCRAFT AND JEWELRY $3.25 


Emil F. Kronquist 


PRINCIPLES OF ELECTRO PLATING AND 
ELECTRO FORMING $7.00 
Blum & Hogaboom 








TESTING PRECIOUS METALS $2.50 
C. M. Hoke 

THE JEWELERS’ DICTIONARY $6.00 

(New Second Edition) 

3,033 RETAILING IDEAS $3.95 
Emanuel Lyons 

HAND-MADE JEWELRY $3.25 
Louis Weiner 

THE JEWELER’S MELTING POT $4.25 


Frank J. Herman 


JEWELRY, GEM CUTTING & METALCRAFT 
W. T. Baxter 


ENAMELLING ON METAL 
* Louis & Elie Millenet 


JEWELRY MAKING—FOR SCHOOLS, 
TRADESMEN, CRAFTSMEN 
Cloth Bound 


Murray Bovim 
Paper Bound 


THE TRADE MARKS OF THE JEWELRY & 
KINDRED TRADES (New 6th Edition) 








A HISTORY OF JEWELRY, 1100-1870 
Joan Evans 


For the Skilled Watch and Clock Maker, the Apprentice and Student 





RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 
W. J. Kleinlein 


PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 
Louis and Samuel Levin 


SWISS WATCH REPAIRER’S MANUAL $7.00 
H. Jendritzki 
SCIENTIFIC TIMING $4.50 


Charles Purdom 
KEYSTONE WATCH REPAIR RECORD BOOK $2.75 


WATCH ESCAPEMENTS $3.50 
Dr. James C. Pellaton 


THE SCIENCE OF CLOCKS AND WATCHES $5.00 
(2nd Edition) 
A. L. Rawlings, Ph.D. 


HOROLOGY $4.50 
J. Eric Haswell, F.B.H.1. 
THE MODERN CLOCK $4.95 


Ward L. Goodrich 
PRACTICAL NOTES FOR THE WATCHMAKER $3.50 
(French-English Edition) 
G. A. Berner 
PRACTICAL WATCH REPAIRING 
Donald De Carle 


$5.00 


PRACTICAL COURSE IN HOROLOGY 
Harold C. Kelly 


INTRODUCTORY COURSE 
ON CHRONOGRAPHS 


KNOW THE ESCAPEMENT (New Edition) 
Barkus Watchmakers 


MODERN METHODS IN HOROLOGY 
Grant Hood 


THE WATCH REPAIRER’S MANUAL 
Henry 8. Fried 


On Silver for the Jeweler, Coilector and Antiquarian 





THE SILVERSMITH’S MANUAL $2.50 
Bernard Cuzner 
ENGLISH SILVER (1675-1825) $5.00 


Stephen G. C. Ensko and Edward Wenham 


THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 
Edward Wenham 


OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN 
S. B. Wyler 


THE STERLING FLATWARE PATTERN INDEX 





$3.00 


$3.75 
$2.75 


$7.50 
$17.50 


$3.25 


$2.50 


$5.00 


$2.50 


$6.00 





1953 tion 


Without Binder 
With Leather Binder 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street, New York 17, N. Y. 


Check or money order must accompany all orders. 


$15.00 
$20.00 


Do not send cash. Prices subject to change without notice. No books sent on approval. 
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TONE 


POLISHOOK’S BASIC DIAMOND RING 
INVENTORY CONTROL 





Suggested 
Retail Engraved Fishtail 
Price Sides Sides 


Needlepoint 
Sides or Beaded Channel 


Prong Sides Sides 





$73} 6 


4 0 





$100 











$125 





$150 








$200 





OMEN are your business! Sirice you 
gee to them, it is essential that 
you know their likes and dislikes. Either 
they like your diamond rings and buy 
them—or you lose a sale. 

We, at Polishook, have the facts for 
you. For almost three years we carefully 
tabulated the actual over-the-counter ex- 
perience of hundreds of successful re- 
tailers, the daily reports of our salesmen 
and the market information of our 
diamond merchandisers. The result of 
this intensive research is our “Basic 
Diamond Ring Inventory Control” — 
a unique set-up of 76 mounted diamond 
ring styles in your bread and butter re- 
tail price range from $75 to $200. Take 














another look at the chart above! Our 
survey proves, for instance, that you 
should carry a certain style six times 
as often in one price range as in an- 
other; or that you should stock almost 
twice as many styles in the $150 and 
$200 ranges as in the lower brackets. 
Our- Basic Diamond Set-Up does all 
this automatically for you. It includes 
everything from one diamond bridal 
sets to 35 diamond bridal sets, each ring 
available with the center diamond of 
your choice. All in all, we offer you the 
76 best- selling ring styles—not too much 
—not too little—an absolutely complete 
selection, which can reduce your present 
inventory by 50%, _increase_your dia- 








MANUFACTURERS OF “EVERYTHING IN RINGS” SINCE 1898 
3 FAMOUS NAMES ... “LLOYDS OF NEW YORK”, “FIRST LADY”, “FIDELITY”. 


MR. POLISHOOK GIVES YOU A STARTLING REPORT ON DIAMOND RINGS 


mond profits through the soundest mer- 
chandising you have ever seen! 

The many jewelers who use our BDIC 
set-up are enthusiastic. Already it has 
proven to be the greatest success in our 
55 year history. There is a Polishook 
salesman in your territory. A three cent 
stamp and the coupon below can revo- 
lutionize your diamond business. Write 
today to 


K. POLISHOOK & SON CORP.- 
216 East 45th Street, New York 17, N. Y. 
Gentlemen: 


(1) | would like to inspect your BASIC 
DIAMOND RING SET-UP. 


| 
| 
| 
| 
[] | would like your sample selection on 
| memorandum. 

| 

[ 

| 


NAME 
RE iene nena 









Jyroco CARVES: 


3 STUNNING NEW 
DECORATIVE WALL CLOCKS! 


... three shining new examples of Designer Harry 
Laylon’s flair for making Syrocowood Clocks say “buy 
me."’ For modern or traditional decor. ALL three have 
Syroco’s unmistakable air of elegance — the dra. 
matic size, the deep-carved beauty, the luxurious 
finishes. Consider the surprising price tags and it’s 
easy to see why all three will join Sunburst and other 


< 16” diam,! > No. 2980. Modern Fluted design. 16” diam., with 524” dial. Metal- fine Syroco Clocks as America’s fastest selling line! 


gold, Black. Pkd. 1. Wholesale $15.00. 














All Syroco Wall Clocks have guaranteed, 
8-day front wind, jeweled movements. 
All offer full 50% mark-up! 















~< 28” high! > No. 2981. Compass Rose design. 28” high, 21” ~< 28” high! > No. 2982. Large Baroque design. 28” high, 
wide, 514” dial. Metalgold, Black. Pkd. 1. 1314” wide, 614” dial. Metalgold. 
Wholesale $25.00. Pkd. 1. Wholesale $30.00. 












Copyright 1955 WRITE DEPT. J FOR NEW 40-PAGE 1955 CATALOG 


SYRA‘’CUSE ORNAMENTAL Cc O., iN C., SYRACUSE Ze NEW YOR K 
PERMANENT SHOWROOMS: NEW YORK—225 Fifth Ave. CHICAGO—1526 Merchandise Mart SEATTLE—F. Aust, 2028 Second Ave. 
Canadian Dist.—John Walter & Sons Ltd., Kitchener, Ontario, Canada 
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§. .-exciting new sales appeal Lit 


LEM 


Syroce INTRODUCES COMPLETELY NEW, 
KS! DRAMATICALLY DIFFERENT DECORATIVE 
win! = OCCASIONAL CLOCKS 





No. 2993. Traditional. 1014” wide, 43%” 
dial. Te Blonde. Pkd. 1. Whole- 
sale $11.25. 


say “by 
- @ FOR EVERY ROOM IN THE HOME 
ree have 
eed @ FOR TV, SHELVES, TABLES, BOUDOIRS, MANTELS 
ra: 
_— @ FOR USE STANDING OR ON WALLS 
and its @ GUARANTEED ELECTRIC MOVEMENTS 
ind other Quality all through .. . beautiful deep carved cases .. . dramatic Metalgold and other finishes... 
ing line! smart black dials with raised polished brass numerals. Removable, polished brass easels permit 
hanging. 
T H E P E—€E R F E €C T €ti_ioock« § F OR tT V 





No. 2992. Basket Weave. 81%” square, 
434” dial. Metalgold, Blonde. Pkd. 1. 
Wholesale $11.25. 
























No. 2990. Sunburst. 914” diam., 4%” No. 2994. Scroll. 81%” saneve, 4” No. 2995. Floral. 814” diam., 434” dial. No. 2991. Baroque. 1114” high, “# ~~ 


dial. Metalgold, Black. Pkd. 1. Whole- dial. Metalgold, Black. Pkd. 1. Whole- Metalgold, White with Gold, Pink with Metalgold, White with Gold. 


sale $11.25. sale $11.25. Gold. Pkd. 1. Wholesale $11.25. Wholesale $11.25. 





CLOCK DISPLAY BAR— 
SPECIAL 

pict. INTRODUCTORY OFFER 

..an eye-catcher that 

shows off all clocks in 

less than 2 sq. ft. area. 

LoG Purchase display at $20 

and receive FREE one 

RK Occasional Clock—your : 

id Ave. choice—with. $22.50 re- AMERICA’S LEADING ACCESSORY LINE 
janada tail value. —on display at Gift, Jewelry, Furniture Shows 
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Sreruine FLATWARE 
PATTERN INDEX 








pee I dail 
Here Are All the hip lending 
All Books are sold ANSWERS : shri 


Remittance With Order 


An absolute necessity in tracing patterns to be matched. An excellent means of 
suggesting pattern names to customers. 















The illustrations are printed exact size on fine coated paper. The pattern names, 0 tT d. es 
printed on ledger paper, are arranged alphabetically under one combined index— y ours 
and again according to companies using them. It is arranged in loose leaf form 
with a durable cowhide leather ring binder. To day 
THE JEWELERS' CIRCULAR-KEYSTONE ee 
100 East 42nd St., New York 17, N.Y. insect Gct osceen naar sane eae ‘ 
Chestnut and 56th Sts., Philadelphia 39, Pa. : 
Send THE STERLING FLATWARE PATTERN INDEX. Remittance $...000 o.oo occcccccccccccceseese. is enclosed. : 
We want the complete set with binder O : 
We want the complete set without binder [] : 
Tn Hm Senne een 
Without binder, $15.00 ; 
PRICE With binder, $20.00 Ee ee ee ee eT ae : 
Binder only, $6.00 I cleats ahaa ah aah a 
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Deltah's fabulous new 
lated pearl gives added 


HOLLYWOOD FASHION GROUP 
GIVES YOU $54.50 PROFIT ON 
INVESTMENT OF ONLY $29.75 


J a iy Yc 1Ké 82 extra rofit + 

the 8 ackaged “Rosée” neck 

folasss OKEKS ne tree .DonusS Of 

6 “Roses ed! 1S da HOLLYWOOD 

FASHION GROUP. Just t kIC $29.75 

Tor +} c (ae >+ 4 ) | elelai e ¢ } e 
C54 5 ‘ £{\+ 


AT BETTER Fey JEWELERS 


SIMULATED PEARLS 





contact 
your 
wholesaler 











“Financial Security 












Is Based On Savings...” 


ARTHUR B. HOMER 


President 


Bethlehem Steel Corporation 


If you agree with Mr. Homer that “. .. the Payroll Sav- 
ings Plan is one of the easiest ways to save for economic 


security.” — 


If you believe with millions of other Americans that 





there is no safer investment than U.S. Savings Bonds— 





Why not take a really personal interest in your em- 








ployees and your Payroll Savings Plan? 






Pick up the phone, now, and ask the man in charge 






of your Payroll Savings Plan three questions: 






e How many of your employees are enrolled in 





the Payroll Savings Plan? 





e What is the percentage of employee participa- 





tion? 














The United States Government does not pay for this advertising. The Treasury Department 
thanks, for their patriotic donation, the Advertising Council and 
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“, .. and the purchase of U.S. Savings Bonds through the 
Payroll Savings Plan is one of the easiest ways for any 


individual to save for economic security.” 


e When did your company last conduct a person- 


to-person canvass? 


If less than 50% of your employees are enrolled in the 
Plan ... if you have not conducted a person-to-person 
canvass in the past two years (or if you do not have the 
Plan), act now! Telephone, wire or write to Savings 
Bonds Division, U.S. Treasury Department, Washing- 
ton, D. C. You will hear promptly from your State 
Director, U.S. Treasury Department who will be glad 
to help you conduct a person-to-person canvass that 
will put an application blank in the hands of every 
employee. That is all you have to do. Your employees 
will do the rest. They want to save for their economic 


security. 
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GREAT OpporrtuNITY 
For Top SALESMAN 


LEADING DIAMOND RING CONCERN 
SEEKS JEWELRY SALESMAN FOR 
THE WEST COAST TERRITORY 


We are looking for a man with an estab- 
lished followmg among the better retail 


credit jewelers on the West Coast. 


We area Nationally Advertised name house. 


We are only interested in a man who can 


earn $25,000.00 or over. 


Apply by letter only giving full particulars 


and previous experience. 


Strictest confidence guaran teed. 


Write to Box “A., 1732" 


JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St. New York 17, N. Y. 
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GENERAL MILLS CONTEST 


Starting January 10, Artcarved rings are being featured as principal prizes in the spectacular 
General Mills 75th anniversary National Sweepstakes Contest. The name Artcarved will be spread before 
women all over America in more than half a million dollars of advertising. 


In Magazines 


THE SATURDAY EVENING POST — full color, back cover. 
LIFE » LOOK — full-color, full-page ads. 


In Newspapers 
Full-color full-page ads in 125 different cities. 
AND ite, 
SIXTY $250 so en lar June H 
Artcarve’ nant , starring popular June Havoc. 


SIx $1, <S 
6 WEEKLY d (3 DIAMOND RING". sag aren ira BOB CROSBY + ROBERT Q. LEWIS » THE LONE RANGER 
DRAWIN mre wa tear 


larity; win y 
jor color: <taveg? The 10.000, wieioae of sixth 
w 
the rers, famous 


miercaret went Miciad by exer Sec ater ail ne" = W ALIANT LADY—daytime TV 
oF a Artcarved” 6 OFF nul acturers: ieee diamond 9 EACH WEEK have 4 
rtcarve rut Laren onking 1eadersmP 10 AWARDE! 
MOND RINGS | than 104 ee cH WEEK 2 
ar es wARDED EA On Radio 


Nation-wide network shows— 
WHISPERING STREETS - BETTY CROCKER 


Artcarved ADS FEATURING 


ROMEO AND JULIET 


i: J. Arthur Rank’s newest movie 





February Seventeen and Mademoiselle 
will feature magnificent Artcarved 
full-page ads that tie in with this 
memorable Technicolor movie. The 
unforgettable beauty of this greatest 
of all love stories will again put 
Artcarved in the spotlight in the minds 
of your ring-minded customers all 
over the country . . . increasing your 
chance for greater diamond ring 


ROMEO ano J uLieT 
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Beautiful, breath-taking ads in full color will sell the beauty 
of Artcarved diamond rings to your best customers—today’s 
younger-than-ever brides. 


FULL PAGE ADS IN LEADING 
NATIONAL MAGAZINES 


In Look, Life, Mademoiselle, Seventeen, Bride’s 
magazine, Modern Bride, Artcarved’s fresh- 
looking bride-age beauties will continue to 
convince ring-minded girls in your town that 
Artcarved is the name they can trust for 
quality, value, fashion. 











NEW LUXURY Artcarved NATION-WIDE 
DIAMOND RING BOX TRADE-IN PLAN... 


AND GUARANTEE 
. helps you make Artcarved ring sales faster. With this 





Now a brand-new Artcarved diamond ring box exclusive Artcarved nation-wide sales feature, the original 
that lends extra sales appeal to these fine-qual- purchase price of any Artcarved diamond ring can always be 
ity rings. In addition, a new hard-hitting applied toward a larger Artcarved diamond, at any of the 
printed guarantee gives you additional sales thousands of Artcarved jewelers anywhere in the United 
ammunition, _ States . . . as stated in the guarantee. 
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; ‘ NOW Airtemp Air Conditioning means more business for FaRIAsI Se easel as) 





Airtemp gives Jewelry stores 






a choice in Super-Quiet 






air conditioning 





waterless (air-cooled) if water is a problem 






water-cooled if desired 










Jewelry stores benefit by air conditioning more than 
many other businesses. The cool, crisp air attracts 
more customers and they stay longer and buy more. 
You'll save money because noise, dust and dirt are 
5 HP, waterless (air-cooled) Packaged shut out. You don’t have to clean or redecorate nearly 
Air Conditioner, one of 4 models. as often. You and your employees will do a better 
selling job because you will feel better in an air 










5 H.P. water-cooled Packaged Air Con- 
ditioner, one of 6 models. conditioned atmosphere. 







see Airtemp air conditioning, both waterless (air-cooled) 
and water-cooled, is designed to operate quietly and 







efficiently for years. In fact, the refrigerating system of 
these air conditioners is warranted for 5 full years. 
This is only one of many reasons why we build more 
Packaged Air Conditioners than anyone else. We have 
a nation-wide factory-trained service organization ready 
to serve you if necessary. Phone your Airtemp dealer 
today—he’s in the Yellow Pages—you'll get a better 
price before hot weather arrives. Or write Airtemp 
Division, Chrysler Corporation, Dayton 1, Ohio. 

















CHRYSLER 


BP UVEST OWN OFf CHR YS LER 















Air Conditioning’s other name... 





AIR CONDITIONING e HEATING FOR HOMES, BUSINESS, INDUSTRY 





48 THE JEWELERS’ CIRCULAR-KEYSTONE 


To help you feature palladium jewelry in your windows 
and counters, we will gladly send you, without charge, a 
Basic Merchandising Kit of sales aids. This free kit in- 
cludes s counter card, booklets, a new velvet jewelry pad, 
newspaper mats, and the metal-faced sign you see in 
the illustration below. You will also receive a copy of 
“Palladium Jewelry ... and Where to Buy It.” 








new profits in the New Year 


with the newest of the precious metals 


... PALLADIUM 


Check your palladium stock today. 


Start the new year by featuring jewelry made with 


beautiful palladium . . . the modern precious metal. 


It’s natural for your customers to get excited about 
palladium, sister metal of platinum. They have seen 
palladium consistently advertised in the fashion maga- 
zines. Fashion experts are recommending it. And more 
and more, they see palladium jewelry worn by their 
friends .. . featured in their local jewelry stores. 

Women love the appealing whiteness of palladium... 
and they appreciate the way this whiteness mirrors the 
true color of a diamond, shows it off to best advantage. 

They like the strength of palladium, too. Palladium 
holds gems so securely, there’s little chance of their 


getting loose or lost. 


Platinum Metals Division 


Platinum Metals Division 

The International Nickel Company, Inc. 

67 Wall Street, New York 5, N. Y. 

Please send me, free, your Basic Merchandising Kit on 


palladium. 


Name 





Name of Store__ 


Address____ 





City 


THE INTERNATIONAL NICKEL COMPANY, 67 Wall St., New York 5, N.Y. 
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AN EASY SALE* 


Jewelers sum up their experience with Longines-Wittnauer 
watches in a neat phrase—“‘They’re an easy sale.”* The public 
knows and respects Longines-Wittnauer watches.” For that 
reason, people are ready and willing to buy them.* People have 
more facts about Longines-Wittnauer watches because we have 
more facts to give.” Superior quality and the fairest prices in 
the industry are an unbeatable combination.” To show a Longines 


or Wittnauer watch is to make an easy sale.* 


*ASK ANY LONGINES-WITTNAUER JEWELER 


| Se anes Yo Ce, The 


Since 1866, maker of watches of the highest character 
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THE JEWELERS’ 


T Jonesboro, Arkansas, H. T. 

Purvis and Son, jewelers on 
Main St., erected their Christmas 
tree last year for the 65th time. 
This has become an anticipated tra- 
ditional holiday event in Jonesboro, 
which has centered the community’s 
attention on this local jeweler at an 
important time of the year. 

The Purvis tree was dressed in 
the height of costume jewelry 
fashion, too. Sprayed white, it was 
decorated with rope bead necklaces. 


© © 
PPARENTLY the first ring to 


come out of the Atomic Age is 
the radioactive ring that will be used 
in industry as a safety device. A ring 
containing a radioisotope will be 
worn by a machine operator. When 
his hand comes to a danger line 
around a cutting tool, a radiation 
detection instrument reads high dan- 
ger and stops the machine. 


© © 
- publicity for the jewelry in- 


dustry was a recent feature in 
The American Magazine on the 
“Keeper of the Jewels.” He is George 
Switzer, custodian of what experts 
call the largest jewel collection in 
history. He is also author of JC-K’s 
“Annual Report on the Diamond 
Industry.” The feature contains color 
pictures, one of the mineralogist at 
work with the microscope and an- 
other of over 80 sparkling gems 
arrayed on a blue background. 
As an associate curator of the 
Smithsonian Institution, Washington, 
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D. C., he takes care of and analyzes 
hundreds upon hundreds of dia- 
monds, emeralds, rubies, sapphires 
and other precious gems. Many of 
the stones are so large or unusual 
that no retail markets could exist for 
them, and Switzer says it is thus prac- 
tically impossible to fix a_ specific 
price on the collection. However, 
gem authorities estimate its value at 
over $300,000,000. 

Switzer rates a 66-carat alexandrite 
found in Ceylon as one of the most 
extraordinary of the gems. It is 
green in daylight and turns red under 





In This Issue 
JC-K’s 1954 Annual 
Editorial Index 


Why waste effort and valu- 
able time searching aimlessly 
through past issues of JC-K to 
find an idea you have seen on 
merchandising * advertising ° 
publicity * promotion ° the 
idea you need now? 

Find it quickly by referring 
to the index in this issue. This 
covers all the feature editorial 
material published in JC-K 
during the 12 issues of 1954. 
Be sure to save your copies of 
JC-K and use the index as a 
guide to the valuable material. 
It is a priceless merchandising 
tool. 


SAVE IT! USE IT! 
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artificial light. Many of the gems are 
very rare, such as the blue benitoite 
found only in San Benito County, 
California, the brown andalusite 
from Brazil, the recently discovered 
yellow brazilianite, also from Brazil, 
the blue kyanite from Switzerland 
and the green spatite from Canada. 
Switzer first became interested in 
mineralogy when he was a Boy Scout 
in California and found an odd col- 
ored rock on a hike. It became the 
first item in the personal collection of 
this local “rock-hound” who went on 
to national prominence as a leader 


in his field. 
© © 


| nagar er agua parts are 
one of the reasons for the suc- 
cess of our present mechanized age. 
Traditionally, Eli Whitney, inventor 
of the cotton gin, was the first user 
of interchangeable parts in 1798. 
But Brooks Palmer, in his new book, 
The Romance of Time, claims this 
important distinction for the clock- 
maker as early as 1791. 

It is an achievement to place 
among the other achievements of 
the watchmaker, such as the steam 
engine, the linotype and sound mo- 
tion pictures; it is a recognition long 
overdue. 


© © 


T was a thrilling football game 
when Brown University beat Har- 
vard this year, 21-20. Spectators 
watched tensely in the final minutes 
of play, but they were not looking 
only at the field. The 15,000 people 
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Microscopic photos prove superiority of 


Waterman's © gyy/iz- 









Conventional steel ball point (enlarged 250 times) after two weeks of 
continuous writing. Microphoto reveals that the surface of the steel , 
ball is scratched and pitted. This causes an uneven flow of ink, — Waterman’s Sapphire point (enlarged 250 times) after 
tends to pick up paper lint, and forces the writer to exert more two weeks of continuous writing. Note that the 
pressure on the pen. Sapphire point is almost perfectly smooth which i! 
explains why the Sapphire retains all its original 









fine writing qualities throughout its entire life. (~ Mi 

jw 

A 

9 & s Ls 
Here’s further evidence that the Sapphire 15} 

° If 
point outperforms all others... \ 
The point of Waterman’s Sapphire Pen is a microscopically-precise synthe- | 
sized sapphire, the same jewel chosen for the most delicate medical recording | | 


instruments and for bearings in fine watches. 

The magazine, MATERIALS & METHODS, spokesman for the materials 
engineering industry, outlined five key properties of these sapphires in its 
June 1954 issue—hardness, corrosion resistance, low-friction surface, heat 
resistance, and lint resistance. 

Here’s how these properties account for the superior performance of 
Waterman’s Sapphire pen: 





HARDNESS—The perfect sphere of CORROSION RESISTANCE— Acids will not 

Waterman’s Sapphire point cannot be affect the Sapphire point. 

deformed or defaced in use. | 
LOW-FRICTION SURFACE—Waterman’s HEAT RESISTANCE—Waterman’s Sapphire ae 
Sapphire point has a greater affinity for point does not expand or contract— 
ink—writes immediately upon contact writes smoothly, even under extreme 

with paper. heat or cold. 


LINT RESISTANCE —Waterman’s Sapphire 
point does not attract lint or other for- 
eign matter—always writes a clean, true | 
line. 





This evidence proves that you can sell Waterman’s Sapphire in complete confidence— 
that your customers will be more than satisfied with its outstanding writing qualities. | 
And thanks to the increased production needed to satisfy fast-growing demand for 1 
this beautiful pen, we now offer the Sapphire at the new easy-to-sell price of $5.00, 
tax included. Also available in sets with matching pencil starting at $10.00, in 14K v 
Gold Filled, Sterling Silver, and Rhodium. 
NOW —Greater-than-ever volume makes possible new low price on long-lasting 
Sapphire Refills containing Waterman’s exclusive no-transfer Endura ink . . . 75¢ list! 





WATE RMAN PEN COMPANY, INC., I De Forest Street, Seymour, Conn. 
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in the stands were also glancing ex- 
citedly at their watches. They had 
to thus figure out the time left to 
play because the stadium clock, con- 
nected by electric cable to the clock 
of the head timekeeper, wasn’t work- 
ing. The cable had been soaked by 
wet grounds. So had the timekeep- 
er’s feet. Every time he pushed a 
control switch to activate the stadium 
clock, he got a shock. At the end of 
the first half, he had quite enough! 


© © 
OOD, new ideas are the lifeblood 


of business. A simple idea 
turned the normally slow months of 
January and February into a good 
one for a watch company and for 
jewelers who took advantage of the 
idea. 

Since it usually takes a watch 
salesman three months to cover his 
territory—and a watch salesman 
cannot call on all his accounts be- 
tween Christmas and Valentine’s Day 
—it is difficult for a watch manu- 
facturer to put on a Valentine pro- 
motion. 

However, Sid Phillips, Chicago 
salesman for Elgin National Watch 
Co., got up his own packaged pro- 
motion of eight watches which he set 
out to sell early in December. Being 
a quickly understood set-up, even 









the December-busy jeweler found 
time to buy it. This then enabled the 
salesman to have time to cover the 
balance of his territory and also 
gave the local jeweler time to tie-in 
with the Valentine promotion. 

A. L. Rowe, vice president in 
charge of marketing, said, “Phillips’ 
idea was so simple that nobody 
thought of it.” 

Inspired by the success of this 
plan last year, Elgin expanded its 
Valentine promotion on a _ national 
basis this year. 


© © 


A‘ Moline, Illinois, a thief stole 
Chester Anders’ old railroad 
watch, but he won’t be able to tell 
time with it for long, even though 
it was in good condition. The 
timepiece is a key winder, and An- 
ders still has the key! 


© © 


HEN a man succeeds in spite of 

being handicapped, people sit up 
and take notice. When he is a re- 
tail jeweler, people are even more 
impressed since this is an active 
occupation. ; 

Back in 1925, while Walter M. 
Hughes was working on a construc- 
tion job in California, he had an 
accident which resulted in his com- 
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oe 





Danelo 


“Just what are your intentions, young man? 
Cash or instalment?" 
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plete paralysis from the waist down. 
He spent six years in a San Fran- 
cisco hospital. He then learned 
watchmaking and the jewelry trade 
at a small jewelry store a few blocks 
from the hospital. He married a stu- 
dent nurse in 1930 and a year later 
he moved to San Rafael, California, 
to open a jewelry store. His business 
prospered. 

Recently he was named the Most 
Optimistic Businessman of 1954 of 
Marin County by the Optimist Club 
of San Rafael. 

Mr. Hughes succeeded not only as 
a jeweler but also became a part of 
his community. Among other activi- 
ties, he is president of the Redwood 
Chapter of Indoor Sports and a 
member of the San Rafael Elks and 
the Marin County Rod and Gun 
Club. 


© 


DMAGINE spending your weekends 

gold mining. That’s what they’re 
doing in the Mother Lode country of 
California on the western slope of the 
Sierra Nevada. Gold is still plentiful 
enough there that anyone can put 
in a day or two of digging and come 
up with $15 worth. 

However, these part time prospec- 
tors are only picking up leftovers 
from the plushier days of the Cali- 
fornia gold rush, and they know 
there is only a slim chance of mak- 
ing a major strike. 

That the Mother Lode area is still 
loaded with gold is made official by 
the California State Division of 
Mines. But commercial miners don’t 
bother with it because the ore runs 
constant over a wide area and assays 
at $8 to $15 a cubic yard. Consid- 
ering his costs, a miner could barely 
break even. 

What keeps the weekend prospec- 
tors digging is the small but sure re- 
turn for their efforts, and high hopes 
they will chance upon a pocket of 
high grade ore. 


© © 
CO all places to put a clock with 


a six foot face, one of the most 
unusual is on the front of a resi- 
dence. At Adrian, Michigan, Clif- 
ford Cattell installed an_ electric 
timepiece on the front of his over- 
head type garage door. Its distinc- 
tive black markers standing out 
against the white surface of the door 
provide a_ spectacularly distinctive 
character to the home. 
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Homespun Storekeeping Wisdom 


: A Half Century Ago 


IN THE JEWELERS’ CIRCULAR 


Pama 


“Big prairie fires allus start from jest a little fire brand—one dis- 
contented employe can soon scatter the fire brand of discontent among 
the rest. You ken jest always tell what kind of a dinner a woman will 
cook by the looks of her kitchen, en you ken tell what kind of a store 
es on the inside by the looks of the window.” (from White’s Sayings) 


Paris Men’s Jewelry Fashions 


(January 27, 1904) 


_ “Cuff links representing scarabs are all the rage. Others, also en- 
joying great popularity, are of matt gold, chased in open work, and 
represent flowers adorned with precious stones. Tie clasps are exten- 
sively shown. Among the most popular patterns let me cite that of 
chased matt gold representing a lion’s head, into the jaws of which is 
set a large diamond. Rubies serve as eyes.” 


(January 27, 1904) 


New Recreation Hall at R. F. Simmons Co. 


“Attleboro,.Mass. The R. F. Simons Co. last week made still 
stronger the ties of personal regard which binds together employer 
and employe at its chain plant, when it presented to its employes a 


recreation hall.” 


(January 27, 1904) 


Man as a Badge Wearing Animal 


“Man is a badge wearing animal. He loves to have some button to 
stick in the lapel of his coat. In the case of a she, the pin is fastened 
to her waist. Within the last few weeks half a dozen new societies 
have been formed. Each of them has its distinctive insignia. It is 
said that the members of certain of these associations are so partic- 
ular about their precious tokens of membership that they affix them 
to their pajamas when they go to bed and hang them about their necks 


when they get into the tub in the morning.” 


New York Evening Sun.) 






(Reprinted from the 


(January 20, 1904) 









Attleboro Notes 


“A bowling league has been organ. 
ized by teams from 10 of the largest 
Attleboro jewelry factories.” 


(December 23, 1903) 


North Attleboro 


“A number of the women employed 
by J. F. Sturdy’s Sons held a Christmas 
tree party, last week, at the home of 
one of their number. The time was 
passed so pleasantly that they are stil] 
talking it over. 

(December 30, 1903) 


Philadelphia Notes 


“Oscar Kind, of S. Kind & Sons, has 
just returned from a trip through the 
eastern markets purchasing goods to 
stock the handsome big store, 1110 
Chestnut St., to which the firm removes 
about March 1.” 

(January 13, 1904) 


Connecticut Notes 


“What may be considered rather 
Spartan treatment for the cure of con- 
sumption was taken by Miss Alice L. 
Flint, daughter of Geo. E. Flint, of 
the International Silver Co. Miss Flint 
slept all night on the veranda of her 
home with the thermometer register- 
ing 30 degrees below zero.” 


(January 13, 1904) 


New York Notes 


“The 14th annual meeting and first 
annual banquet of the Brotherhood of 
Traveling Jewelers, one of the most 


honored and respected associations of 
the jewelry trade, was held on Saturday 
afternoon and evening at the Arena.” 


(January 13, 1904) 


Cincinnati Notes 


“The brass ring man is again around, 
and has been making victims of Cen- 
tral Ave. jewelers, on whom he _ has 
substituted his brass articles for gold 
ones shown to him.” 

(January 13, 1904) 





83 Years Ago 


The First Issue 


“In publishing (our first 
number), our purpose is to do 
thorough justice to the many 
interests connected with 
Watchmaking, and the manu- 
facture of Jewelry and Sil- 
verware, and we are satisfied 
that a frequent discussion of 
matters relating to the im- 
portant trades we represent 
is necessary.” 

(September, 1869) 
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Cleanliness in Workshops 


“In our visits to different 
manufacturing establish- 
ments, we are often shocked 
at the confusion and want of 
order which seem to prevail. 
Cleanliness, the virtue which 
has been said to rank next to 
godliness, seems to be entirely 
disregarded in many other- 
wise well-conducted establish- 
ments.”’ 

(September, 1869) 


Elgin Watch Ad 


“Elgin Watches, the Na- 
tional Watch Co., Elgin, Illi- 
nois . .. (are) pronounced 
to be better designed, better 
made and better finished than 
any others. All grades of 
watches manufactured at El- 
gin... have, within one 
year’s time, obtained a repu- 
tation in all parts of the coun- 
try as accurate timekeepers.” 

(October, 1869) 
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1. Participation in Civic Lite 
2. Advertising 
3. Publicity 


4. Promotion 


of 
lost 
Fe | Otten the glamour of the big-store operation dazzles as it 
a.” dampens the spirit of the small local jeweler. He looks envi- 
. ously upon the elaborate promotion and advertising campaigns 
- of the large jeweler. It is something he cannot emulate. Yet, 
od the small jeweler has distinct advantages and opportunities not 
1 enjoyed by the larger operator. The latter must by necessity 
spend large sums of money to project his personality and also 
build a following. This, because he is not generally known in- 

ai dividually by his customers. 

' However, the local jeweler’s advantage is his personality as an 
i individual—and on this he can build his following. This per- 
* sonality is projected through a variety of ways. It is used to 
of build a better and more prosperous business. 
]- 
ne 
u- 
n- 
“a eeeeeeeeeeeoeeeeene 
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The Personal Touch and ‘The Local Jeweler’ 

























-_ successful jeweler becomes a person- 
ality. It is this personality on which he builds his fol- 
lowing. It must be a friendly and sincere personality, 
for he is selling not just pieces of utilitarian merchan- 
dise, but gifts which serve to express love, affection and 
friendship. It is this warm personality combined with 
his precious merchandise which makes him a _ prince 
among merchants. 

But if a jeweler wants his community to take a gen- 
uine interest in him, he must first demonstrate his honest 
interest in the people of his community. For to belong 
you must take part. And taking part means no end of 
things. 

For example last fall, jeweler Mike Wilson of Scars- 
dale, N. Y., while driving to work one morning, stopped 
to investigate the reason for a crowd gathered on the 
shore of a lake. He learned a car had run off the park- 
way imprisoning two young boys and that a man in an- 
other car which had been following it, had jumped into 
the lake fully clothed and released them. 

Later in the day a lady—one of Wilson’s regular cus- 
tomers—approached him in his store and handed him a 
water-soaked watch and asked him to repair it.  In- 
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quiring as to the manner in which the watch had gotten 
into that condition, the lady explained the circumstances 
—it was her husband who had jumped into the lake to 
make the rescue which Wilson had heard of that morn- 
ing. 

“Under the circumstances,” said Wilson, “it is a privi- 
lege to put this watch in shape again—and at no charge.” 

Two days later the local newspaper carried an account 
of Mike Wilson’s generous gesture of recognition to the 
unselfish act of his fellow citizen. The wife had been so 
impressed by Mike’s act that she had gone directly to the 
newspaper after leaving the Wilson establishment and re- 
lated the story to the editor. That’s just one of the rea- 
sons why Mike Wilson “belongs” to the suburban com- 
munity of Scarsdale. 

Somewhat similar is a story of Irving Chayken, Ham- 
mond, Indiana jeweler. Just at dawn one day last spring 
fire broke out in a Hammond apartment house. A resi- 
dent of the building had managed to dislodge his phone 
and gasp weakly that his apartment was on fire. The 
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telephone company operators immediately notified the 
fire department. However, the man in his panic had not 
given the correct address. 

When the mistake was called to the attention of the 
operators they figured out the four possible addresses 
which might be correct—because they had noted the 
phone number of the call and the fact that it was a 4- 
party line. 

Jeweler Chayken, seeing the recognition the girls re- 
ceived in the newspapers because of their efficiently cool 
and prompt work, added his recognition by presenting 
each of the operators with a watch. 

It is such considertion of the humanities involved in 
business, which President Eisenhower referred to in a 
speech last year before a group of merchants. The 
President cautioned modern retailers not to lose the 
values represented by those homey gatherings around the 
cracker barrel in the store of the old time local mer- 
chant. 

Certainly, he did not mean that soda crackers should 
today be taken out of individual packages and thrown 
into a barrel. He did mean that in making progressive 
moves for the sake of greater efficiency, the merchant 
should not lose his humaneness, should not forget that 
he is a fellow citizen of his customers. 

In this connection let us visit the ultra-modern store 
of Ralph M. Fava in Paterson, N. J. Near the entrance 
to the lavishly appointed Fava store are two of those old- 
fashioned candy jars which at the turn of the century 
were standard equipment on the shelves of candy stores. 
These jars Fava keeps filled with fresh, colorful hard 
candies. Such containers are remembered with nostalgia 
by older customers who speak reminiscently of their 
youth when Ralph invites them to have a piece of candy. 
It is hardly necessary to comment on the effect of such 
an offering on the children who come into the Fava store 
with their adoring parents. Such excuses as these candy 
jars create, for a break in the coldness of everyday 
business relations, provide a means for both jeweler and 
customer to better understand each other. 

Now such incidents provide obviously pleasant ap- 
proaches for the jeweler to acquire the desirable quality 
of “belonging to the community.” But in this as in all 
other phases of “getting along,” there are also those 
(Please turn to page 96) 
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1, 1931, Haltom’s Jewelers in Fort Worth, An interesting variation in the use of small space ads 





2 Texas, advertised silver goblets at a reduced price. Last is the case of Gene Moss, Ray’s Jewelry, Salem and New 
a year the store received an order for eight of these goblets Albany, Indiana. In order to increase readership, the 
a from a woman who enclosed the 1931 newspaper ad to layout of his single column ads assume a form similar 
> support her request for the merchandise at advertised to that used by syndicate columnists. His column is 
a prices. called “Sidelights and Highlights,” and under it appears 
s The woman’s request, obviously, was made tongue in his by-line and picture. Interesting information, facts on 
cheek. The jeweler—not one to pass up a publicity- famous personalities, and items of human interest serve 
laden opportunity—nevertheless filled the order at 1931 to capture the reader’s interest for the advertising mes- 
prices. sage which is tied-in at the bottom of the “article.” Be- 
2 Of course, rare indeed is the newspaper ad which is so cause of the frequency and standard appearance of these 
Be inspiringly created as to compel people to save it for 23 ads, they have today a high degree of identification for 
4 years. Rare indeed is the retail jeweler who aspires to readers. 
i the creation of artistic ads which are destined because A limited ad budget is often overcome with imagina- 
a of their aesthetic qualities to become heirlooms. With tion. The Robinson Jewelry Store, Richfield, Utah, per- 
a his limited advertising budget, the local jeweler strives fectly illustrates how the local jeweler can create un- 
E for immediate results—store traffic and sales today, to- usual, striking ads with a comparatively limited budget. 
a morrow, and next week. And because it is limited, his One fairly recent ad, for instance, was aimed at the for- 
: 4 advertising must by necessity go a long way. gotten man, the father of anew baby. Laden with home 
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town appeal, the ad invited all new fathers in the area to 


PRACTICALLY ALL ADVERTISE come in to the Robinson store and get a free gift when 


Now practically all jewelers advertise in local news- the baby arrives. The copy read, “When baby comes, 
papers. But the individual jeweler is forever beset with Mom gets the credit, baby gets the attention, and Dad 
the problem of what copy to use, what merchandise to gets the bills.” This personalized, human interest ad 
feature, what price ranges pull best at the time the ad brought favorable comments from people. 





appears. Few are equipped by experience to produce ad- 


vertising which they can hand to their newspapers with UNUSUAL SMALL SPACE ABS 


: . any assurance of success. Speaking of the unusual in small space ads, Krauss 
AQ Consequently, many local jewelers who cannot afford Jewelry Store in Ambridge, Pa., periodically runs ad- 
oF a local advertising agency subscribe to syndicated retail vertisements directed at one particular group of con- 
| jewelry store advertising services. They also make use sumers. One ad used in the Christmas season of 1953 
vé of manufacturers’ ad mats. The jeweler selects these ad was aimed at secretaries. They were invited to come to 
v mats which best fit the personality of his business. the Krauss store to view a special assortment of mer- 
He may, like many other small local jewelers in cities chandise which would make impressive Christmas gifts 
a and towns throughout the country, select his store’s most for their bosses. Another small space Christmas ad was 
: outstanding department and feature it consistently in directed at “Small Fry Shoppers.” One Friday evening 
3 small ads. If, for example, the jeweler takes pride in during the Christmas shopping season between the hours 
y the quality of his repair work, he might devote the bulk of 4:30 and 6:00, children only were allowed to shop at 
a of his budget to stressing watch repairs. Or, if he is a the Krauss store. The ad stated, “A wide selection of 
g gem expert, he might publicize his knowledge of gems wonderful Christmas gifts for everyone on your list .. . 
a by running a series of educational ads. The jeweler’s priced to fit a piggy bank budget. Prices start at $1.00.” 
q outstanding department or service thus becomes a spring- The home town spirit is often incorporated into news- 
; board for creating consumer confidence in his store. The paper ads of local jewelers—particularly on special occa- 
end result of his small space ad program is to build sales sions. In the spring of 1953, for instance, Ritchie’s 

and prestige. (Please turn to page 99) 
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Jeweler’s Paintings Extend Vacation Joys 


Paul K. Richter. ajeweler ioned girl’ drawn when be was'Staies for a visit in 1908 anc 
at } Thomas Cirele, has a 2 years bd. He is proud of:remained here until 1914, Pas- 
way of sharing his summer this hecawuse it represents bia: sage for his retumn home was 

i“first werk” booked on a ship scheduled to 
vacations with his CUSLOMETS: Rienter attended art school Sail on August 1 of that year 
_, aml of stretch coe years in his native Ger. but war broke out “and that 
ing 14a lio? many and had aniditions of be Seamer uever left,” she re: 
joys through roming an architect. {nstead, called yesterday. 
. Sut the year. he heeded his father’s advice fo; “I later received a letter from 
He capturetipg %a jeweler like your father saying he had two sons 
: bogie a scene’ brother.” m the war and for me to stay 
vee oer kanes He came toe fhe United bare. I did,” he added. 
the paintings ec eR aA A cae 
‘in hig store. | 
Already com- ‘ : ag 
i : : — are 22 * 4 
33 paintings, Tep- 
Richter resenting near- 
ty as many vacations, and he 
eurrentiy 2 putting on cativas 
a favorite Cape Cod scene from 
Rie vacation last summer, ; 

Five of his paintings hang: 
in his jowelty shep, causing! 
customers io linger and Usten | 
to his tales about the places: 
he bas visit 5 

Four of his paintings bave 
heen submitted for exhibition 
in the Corcoran Gailery ef; 

Art's fh annual area art exe 
nihit in January. 5 

“One hangs in my daughter’ s! 

home in Baltguere and the: 

other in my motherin-law's 
home in Missouri,” he said 

Riehter skeiches roughly the 
acene be wants to preserve 
while on vacation and Alls in 
the color during his spare PAD: 
menis at home during the —_ 
‘er, 

ft took seven mente to came, 
plete his painting of 2 castle tn: 
Germany and he has heen work- 
img since June on bis current) 
project, 

Also hanging in hie store is} 
a pencil sketch of an “oldfash-: 
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Seana Spigle Inspects New Fink’ $s Store at Scilens : 
Fink’s Jewelers Will Open 
New Store in Salem Friday © 


Max Spigle Is Appointed Manager; 
spend considerable sums of money to keep his Big Diamond To Be Placed én Display 











The big-store operator must, out of necessity, 


° ° 4 4 A $250,000 diamond— ted: i rsh 
fir m tn the public eye. H owever 9 when ut comes Virginia—will be on pocertng cman is Seas teu 
a new store in Salem, 


. e 
to free publicity both the small and the large THE S8-CARAT GEM, owned p, 
by Harry Winston, whose collec-|Pincastic, Spigie ts a student of 
tion includes the tamed Hope: wi gee: ig ey emo a Pt 
° “4 4 Diamond, the Jonker and the} sac eaatiasiates cere 
retailer compete on a comparatively equal basis. Vargas wil be eahited ner ole 
eavy armed guard. i 
The opening of 2 store in Salem| Formal opening of the Salem 
brings the number of Pink estab-| store will continue through 
lishments in this area to five. The! Saturday, Souvenira will be 
firm has stores in Roanoke, Bed-; Siven to adults visiting the 
_ Covington and Harrison.) “Te 


ax Spigle, formerly associated ted; lye. Opal Ayers is credit man- 
with the Roanoke store, will man-/"#* and Miss Alene Laffoon, 
age Fink's in Salem. A native of S's lady. 
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—_— interests people like other peo- 
ple” is a truism heard frequently in journalism circles. 

To this platitude one might add that the more dynamic 
and interesting the personality of an individual, the more 
likely he is to get frequent coverage in the press. 

Now the big-store operator can afford to establish an 
advantage for his firm through heavy paid advertising. 
However, when it comes to free publicity, the big and the 
small businessman are on more or less of an equal foot- 
ing. Both have almost equally unlimited opportunities 
to project their personalities into the community’s con- 
sciousness by any of the many avenues of publicity. 


AN ADJUNCT TO ADVERTISING 


But to get publicity—good newspaper or radio pub- 
licity—a businessman must first understand the type of 
action and activity on his part that appeals to an editor. 
For example, it is essential to recognize that publicity is 
only an adjunct to advertising—it is no substitute. Each 
is of a different nature. 

In the first article in this series the importance of par- 
ticipation in civic and social life of the community was 
discussed. This is good public relations—and good pub- 
lic relations frequently result in free publicity. Take 
the case of Bill and Max Savitt, retail jewelers of Hart- 
ford, Conn. They are very successful, respected jewelers 
today primarily because of their alert merchandising and 
sound public relations work. 

One of their most recent activities was of such an out- 
standing nature that they got splendid publicity in a 
local newspaper—in fact, right on the editorial page. 

Let us quote from this editorial which appeared in the 
October 28, 1954, edition of The Hartford Courant: “Bill 
and Max Savitt are two unusual citizens. The banquet 
they gave last week for the Little League and Alumni 
League champions was typical of the incentives they offer 
the youth of the area. At the close of the festivities each 
boy was sent home with an individual gift. . . . This is 
just one instance of the good example the Savitts set for 
the leaders of the community. . . . The community is 
richer because of their efforts to encourage good citizen- 
ship.” 
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.. Free Publicity 


Yes, civic and social participation in community life 
has its tangible rewards. But what other activities lead 
to free publicity? What makes news? 

Well, ordinarily throughout the year you follow a set 
routine in operating your business. Because it seems 
routine to you, you take for granted many of your activi- 
lies which are basically news-worthy. Perhaps you have 
just hired a new employee, returned from a buying trip, 
opened a new department such as china and glass. These 
activities may seem routine to you, yet they are the stuff 
that publicity is made of. 

When you add a new employee to the payroll or pro- 
mote an old worker, it could well be worth a couple of 
paragraphs in your newspaper. In the case of a new 
employee, the community is curious about his back- 
ground: is he married, does he have a family, is he a 
veteran, what is his background in the jewelry business? 
The answers to these questions make interesting reading 
because “people make news.” 

Some stores have an annual banquet or dinner-dance 
or picnic for their employees. If you do, this is an op- 
portunity to provide news for your newspaper. In fact, 
any social functions of the firm can be converted into 
publicity. 

For example, in October of 1953, jeweler Frank A. 
Bridge, owner of the Diamond Shop in Springfield, [lli- 
nois, gave a dinner party for all employees, wives and 
husbands, to celebrate the firm’s first anniversary. This 
event was considered important enough to merit a gen- 
erous write-up in the local paper. A three-column cut 
illustrated the story. 

Of course, store anniversaries are considered by most 
editors to be news-worthy. Take the case of the George 
Draeb jewelry store in Sturgeon Bay, Wisc., which cele- 
brated its 50th anniversary last November. In com- 
memoration of this event, the Door County Advocate ran 
a very impressive article on the history of the Draeb 
store, including biographical material on the owners. 

Clever store promotions generally produce favorable 
publicity in the local press. Table setting contests, dia- 
mond exhibits, and similar events are news-worthy. 

(Please turn to page 100) 

















Bors advertising and publicity are usually 
directed to the consumer on a _ look-if-you-like basis. 
But promotions enable the local jeweler to dramatize 
his personality and that of his business in a way that the 
consumer cannot ignore. It is here that the local jeweler 
can swing into action and take his personality outside 
his store and into the spotlight of his community. The 
owner of a big retail establishment may employ a full- 
time promotion manager or the services of an outside 
promotion agency to dramatize his activities. Yet the 
smaller jeweler with no such resources can benefit from 
promotional activities because he can utilize the im- 
portant qualities of his personality, which qualities are 
smothered for the big merchandiser by the massiveness 
of his operation. 

Harry I. Smith, local jeweler of Farmingdale, N. Y., 
recently ran a promotion that showed him to be an im- 
portant part of the community. It was a low-cost silver 
promotion on small town interest in high school gradu- 
ates. Smith made an effective and close tie-in between 
the girls’ graduation pictures and each girl’s choice of 
silverware pattern by placing them together in his win- 
dow. What made this promotion dramatic was a big 
display of 83 pictures. In effect, he put the community 
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This display promoting fashion jewelry was created with the aid of a women's cloth- 
ing store owner, from whom jeweler Louis Hoffman borrowed the manikin and the dress. 


in his window, and all the townspeople took pleasure in 
looking at the display and identifying girls they knew. 
Each girl, of course, was very interested in selecting her 
silverware pattern and felt flattered by the display of her 
picture in the local jeweler’s window. 

Another dramatic use of local young ladies’ pictures 
was made by Jaffe Jeweler, Niagara Falls, N. Y., in 
promotional advertising on brides-to-be. After the bride 
had selected her silver pattern at the store, Jaffe’s fea- 
tured her picture and an illustration of her pattern 
choice in a newspaper ad. Copy stressed the pleasure of 
selecting and the pride of ownership in fine tableware 
purchased at Jaffe’s. This promotional series demon- 
strated that this local jeweler recognized his customers 
as personalities in the community. In turn, of course, he 
was projecting his own personality. 

An ever present opportunity for promotion by the local 
jeweler is his store anniversary. Every jeweler has one— 
every year. When the jewelry store has been located in 
the community for generations, its anniversary is truly 
a matter of local interest. It also epitomizes a success 
story in which there is always human appeal. No mat- 
ter what the line of continuity may be, the preservation 
of the store name through the years and the store’s value 
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To focus interest on this bridal display, jeweler Bernie Fields, 
Middletown, Conn., featured a large portrait of a local bride. 


as a civic institution should be brought to the attention 
of the community. When the Bell Jewelry Co., San An- 
tonio, Texas, celebrated its 100th year, it was awarded a 
special centennial plaque by the San Antonio Chamber 
of Commerce. The store ran a full page newspaper ad, 
over half of which was devoted to an interesting history 
of the store, dating from its founding by Samuel Bell 
who moved from Pennsylvania in 1852. Following a 
century old tradition, the store did not hold a sale. It 
devoted space to displaying relics, which gave the store 
good publicity. One of the relics was a gold collar but- 
ton purchased in 1881, which had been returned in 1941 
by an irate customer who complained that it had worn 
out. He was given a new button in exchange! 
Anniversary promotions need not be confined to only 
those stores which have an impressive number of years 
behind them. Even the first anniversary can be related 
to the local jeweler’s community. Jewelry stores are 
made up of merchandise, services and people, and the 
latter form the most intimate bond with the community 
the store serves. Why not promote them in an anniver- 
sary ad? Green & Christensen Jewelers, Riverside, Calif., 
did just that. They thought it a good idea if the pub- 
lic knew their employees. So they ran in an ad indi- 
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Local interest in this display was created by Hershel Monroe by 
using photos of school graduates and their sterling pattern choices. 


vidual pictures of Luman W. Green, Vern Christiansen 
and all six of the staff, with the duties indicated of each. 
A distinctive note was a group picture of all the wives 
and children of the men who work in the store. Be- 
neath this picture, the caption read: “If it doesn’t make 
any difference to you where you buy your jewelry, you 
can see it does to us.” 

Other anniversaries giving the local jeweler an oppor- 
tunity are those public celebrations of civic anniversaries. 
These are community events which capture the attention 
of most of the population. An unusual civic promotion 
was joined in by Stanger Jewelry, Hermosa Beach, Calif. 
To celebrate 40th Anniversary Days, prices were rolled 
back to the 1912 level for one hour in the morning and 
one hour in the afternoon in the retail stores of the city. 
People went from store to store buying bread at eight 
cents a loaf and ham and eggs for a quarter. Merchants 
advertised the day before what items would be at 1912 
prices. Stanger’s advertised an expansion bracelet and 
inexpensive jewelry. 

Every jeweler is conscious of the importance of birth- 
days to his business. There are other birthdays in the 
community which can be equally productive for the 


(Please turn to page 90) 
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Cheek List for Your Public Relations 






By virtue of operating a retail establishment every jeweler is in constant 


contact with the public. Good public relations makes a customer feel he has 


bought the right merchandise, at the right store, from the right merchant. 


_— jewelers think of public relations in 
much the same way as they do of their fire or police 
station—to be called when there is an emergency. Pub- 
lic relations is preventative medicine—not the doctor or 
undertaker. 

Today public relations is a mystery to many retailers. 
Some, for instance, consider it in the realm of high 
science. Others think only of public relations as printed 
publicity. Actually, public relations is simply good com- 
mon business sense; it is basically the manner in which 
a merchant conducts his business with the public. The 
things you and your employees do directly influences 
the reputation of your store in the community. 

You cannot go out and buy a pound or a yard of 
public relations. It is not for sale. You and your or- 
ganization must create it. You must plan it. And, you 
must work on it to make it a success. 

Here’s a check list of the basic elements that go into 
making a successful public relations program for a jew- 
elry store. 


CIVIC RESPONSIBILITY 


Do you belong to organizations in your commu- 
nity, such as church, lodge, or service club? 

Do you take an active part in at least one of these 
organizations of which you are a member? 
—_—Are you a strong supporter of programs designed 
for civic and social betterment of your commu- 
nity? 

Do you participate in the recognized worthy 
charity drives of your community? 

——Do you contribute your business know-how, facili- 
ties, and time to make every civic enterprise a 
success ? 











PERSONNEL RELATIONS 





Do you encourage your salespeople to feel that 
they are important members of the team? 

Does your employee benefit program compare 
favorably with other employers’ plans in your 
community ? 

———Do you take a genuine and sincere interest in 
your employees and their problems? 

When it is necessary to discharge or layoff an 
employee, do you explain the situation completely 
to the worker? 

Do most of your advancements to better positions 
in your store come from within your staff? 











BUSINESS CORRESPONDENCE 


Do you answer all letters you receive as promptly 
as possible? 









by PAUL LOCKWOOD 


—_——Do your letters have a pleasant, friendly tone that 
creates favorable impressions of you and your 
store? 

Does the appearance of your letters create the 
kind of impression you want people to have of 
your business? 





TELEPHONE TECHNIQUE 


Do you have a pleasant telephone personality? 
Do you introduce yourself and give your store 
identification when answering the phone? 

Do you make it a point to get your caller’s name 
when you start talking on the phone? 

Do you “personalize” your conversation by using 
the caller’s name while talking? 














ADVERTISING 


Do all of your advertisements fit into the character 
you want to create for your jewelry store? 
Are your ads prepared in good taste to give 
people a feeling of confidence in your store? 
Do you avoid any misleading or semi-true adver- 
tising that may be a business boomerang? 











PUBLICITY 


Do you know the publisher or editor of your local 
newspaper personally? 

Do you keep your newspaper informed of any 
personal or business activity that is truly news- 
worthy? 

————Do you avoid the tendency to be a “publicity 
grabber” for any little thing that happens? 
——Do you refrain from complaining about the 
amount of publicity you receive in comparison 

with other businessmen? 








CUSTOMER COMPLAINTS 


Are you courteous in handling complaints? 
—Do you make every effort to handle all complaints 
and adjustments promptly? 

When you are at fault, do you accept the blame 
instead of grudgingly making an adjustment for 
the customer? 








CREDIT ACCOUNTS 


Do you explain all your regulations and require- 
ments about your credit plan to your customers 
when the account is opened? 

(Turn to page 107, please) 
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ADVERTISING 


(See also ‘Display’? — ‘“Mer- 


chandising & Promotion”’— 
‘“‘Window Display’’) 


General 


National Advertising Can Be 
Localized in Your Window 
Displays. Feb :88 

National Advertising Is Local 
Advertising. Feb :114 

Consumer Literature Provides 
the Finest in Printed Sales- 
manship, Feb:120 

Magazines Recognize the Im- 
portance of the Retailer. Feb: 
14 


8 

Do’s and Don’t’s for Your Dia- 
mond Advertising. Aug:104 

All Advertising Media Used to 
Build Men’s Jewelry Volume. 
Aug:175 

Public Seeing Watchmakers at 
Work Is Good Advertisement 
for Store. Aug :249 

Using ‘Public Service Advertis- 
ing’ at Point of Sale. Nov:92 


Billboard 


Billboards Included in Ad Bud- 
get. Oct:139 


Cooperative 


Cooperative Advertising Cam- 
paign Sells the Jeweler to the 
Community. July :80 

The Best Gifts of All Come in 
Jewelry Boxes, Oct:114 

‘Buy Jewelry at Jewelry Stores.’ 
Nov :86 





Direct Mail 


How to Build a Mailing List. 
Feb :86 

Unusual Direct Mail Piece 
Builds Watch Repair Busi- 
ness. Oct:199 





Newspaper 


No Diamond ‘Sales’ for This 
Jeweler. Jan:109 

‘A Store Is Known by the Com- 
pany It Keeps.’ Jan:109 

Costume Jewelry Ad Promotes 
Theme of Gracious Living. 
Jan: 118 

Unusual Ad Demonstrates How 
Jeweler Backs His Watch 
Sales. Jan :137 

New Setting for Old Gems. Jan: 
171 


Newspaper Ad Program Stress- 
ing Brand Names Brings in 
Business. Feb:98 

Make Effective Use of All Mats 
Prepared by Experts. Feb:118 

A Check List for Watch Owners 
Given in Newspaper Ad. Feb: 
177 


7 

A Store ‘Goes to the Dogs.’ 
Mar :126 

Modernizing Outmoded Jewelry 
Is Theme of Newspaper Ad. 
May :102 

Cooperative Ad Program Aimed 
at Rural Residents. June:86 

Cooperative Advertising Cam- 
paign Sells the Jeweler to the 
Community. July :80 

Ads Which Treat Diamond as 
a Jewelers Best Friend... 
Aug :108 

Educating the Public to Dia- 
mond Quality. Aug:114 

Wise Diamond Buying Is Sub- 
ject of Ad. Aug:149 

Store Employees and Families 
in the Spotlight for Anni- 
versary Ad. Aug :237 

Albany Jeweler’s Ad _ Ties-in 
with Celebration of Colonial 
Event. Aug :252 

Creating Effective Christmas Ad- 
vertising, Headlines. Oct:90 

Creating Effective Christmas Ad- 
vertising, Illustrations. Oct :92 

Creating Effective Christmas Ad- 
vertising, Signatures. Oct. :94 

The Best Gifts of All Come in 
Jewelry Boxes. Oct :114 

A Contest to Stir People to 
‘Buy Jewelry at Jewelry 
Stores.’ Nov:8 


Watch. Nov:148 


Radio 


Emerald Jewelry Sales Boosted 
by Tie-in with Radio-TV Con- 
test. Nov:151 

Television 

A Large-City Retail Jeweler 
Finds Television Fills the Bill. 
Apr :92 

TV Program Features Merchan- 
dise in Action. July :136 

Building Sales and Goodwill... 
A TV Panel for the “Small 
Fry.” Aug:129 

Emerald Jewelry Sales Boosted 
by Tie-in with Radio-TV Con- 
test. Nov:151 


AIR CONDITIONING 
(See also ‘‘Modernization’’) 


New Store Atmosphere Built 
Around Air Conditioning. 
Feb :90 

Air Conditioning Solves Peculiar 
Remodeling Problem. Mar :106 


APPLIANCES 


Plan for More Appliance Sales 
in ’54. Jan: 98 

‘Coffee Party’ Promotes Appli- 
ances. Jan:121 

Appliances Make Life Easier— 
For Customers and Retailers, 
Too! Mar:150 

Special Small Appliance Service 
Increases Jewelry Sales. Apr: 
10 


8 

Appliance Sales Keep Instalment 
Accounts Active. Apr :184 

Jewelry Sales Are Sparked by 
Appliance-Created Store Traf- 
fic. Sept :166 

Jewelers Find Appliances a Suc- 
cessful Line in Small Town. 
Nov :148 


ASSOCIATIONS 


Charles T, Evans Dies; Retired 
ANRJA Secretary. Jan :140 
President of MJSA Honored at 

Testimonial. Jan:142 
NJA Voices Disapproval of 
Statement by ARF on Fed- 
eral Sales Tax. Jan:144 
MJSA Resolution Would Dub 
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R. I. ‘The Jewelry State.’ 
Jan :146 

Watch Material Distributors 
Name N. Y., Washington 
Agency. Jan:161 

JVC Submits Proposed Trade 
Practice Rules for Diamond 
Industry to FTC. Feb:183 

AGS Offers Members Leasing 
Rights to Diamond Magna- 
scope. Feb:187 

Record Attendance Expected at 
— 54 Banquet. Feb: 
18 

Diamond Manufacturers & Im- 
porters Back Anti-Smuggling 
Bill. Feb :188 

NEMJ&SA Name Ad Agency to 
Handle May Showing. Feb: 


188 

FBI Agents Talk on Bad Check 
Artists Highlights JSA Advis- 
ory Board Meeting. Feb :190 

Jewelry Crafts Association Elects 
Gratz President. Feb :190 

Hard-Hitting Report on Trade 
Abuses Given by JVC Chair- 
man at N. Y. Meeting. Feb: 
192 

NJA Directors Name Greenberg 
President. Feb:194 

MJSA Reports Wide Interest in 
Providence Jewelry Show. 
Feb :195 : 

Sterling Silversmiths Guild Re- 
elects Leach President. Feb: 
95 


Associate Jewelers Re-elect 
Skalet President. Feb :196 

NEMJ&SA _ Directors Name 
Committee Chairman. Feb: 


Diamond Council of America 
Crowns’ Screen Star as 
“Queen.” Feb:210 

Record Number of Titles Award- 
ed by AGS During ’53. Feb: 
210 


1 

Huge Attendance at NEMJ&SA 
Banquet Fills Statler Ballroom 
to Capacity. Mar: 166 

Heads of National and State 
Association to Form ‘Liaison’ 
Unit. Mar :166 

Watch Material Distributors 
Name Fried Technical Direc- 
tor. Mar:167 
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Diamond Council Elects Gold- 
berg President. Mar:170 

A Half Century of Service to 
the Industry (NEMJ&SA). 
Apr :130 

Comprehensive and Informative 
Program Planned for Annual 
Convention of NJA. Apr :205 

Record Number of Wholesale 
Jewelers Expected at NEMJ- 
&SA Show in Providence. 
Apr :205 

Nearly 200 Manufacturers to 
Exhibit at MJSA Show for 
Wholesale Jewelers. Apr:206 

ANRJA Officers Present Mem- 

orial to Evans’ Family. Apr: 


210 

ANRJA Forms New Group to 
Handle Fair Trade Violations. 
Apr :219 

NJA Surveys Jewelers for In- 
formation on Fair Trade. Apr: 
221 

Wall Named President of Jewel- 
ers Board of Trade. Apr:221 

NWJA _ Discloses Plans for 
National TV Show to Report 
Jewelry Sales. May :149 

Over 205 Attend Annual AGS 
Conclave. Oscar Kind, Jr., Re- 
elected President. May: 151 

NEMJ&SA Sets Up Public Re- 
lations Program to Enhance 
Public’s Conception of Jew- 
elry. May:154 

Over 160 Firms Reserve Exhibit 
Space at NJA’s Ninth Annual 
Jewelry Fair. May :156 

Interesting and Well-Rounded 
Program Planned by NWJA 
for 47th Convention. May:157 

NEMJ&SA Seeks Downtown 
Providence Site for Construc- 
- of ‘Jewelry Center.’ May: 
16 

Lazrus Re-elected President of 
AWA. May :167 

NEMJ&SA Amends By-Laws to 
Admit Salesmen as Members. 
May :173 

Over 180 Manufacturers to Ex- 
hibit at NTA Tewelry Fair 
and Convention. June:134 

New Watch Tmporters Associa- 
tion Announces Objectives. 
June :135 

Fashion Show and Informative 
Clinics Planned for 49th Con- 
vention of ANRJA. June: 136 

Pearl Export Association Form- 
ed by Japanese. June:138 

Gemological Institute Elects 
Officers and Board Members. 
June :138 

NEMJ&SA Appoints Fradley 
Assistant Executive Secretary. 
Tune :143 

New Merchandise and Merchan- 
dising Ideas at National 
Jewelry Fair. July :78 

Plans for NWJA TV Show Are 
—- Temporarily. July: 
63 


Wholesalers (NWJA) Tackle 
Problems with Confidence at 
Convention. July :163 

Senator Dirksen Scheduled to 
Address Opening Session of 
ANRJA Convention. July :166 

Informative Discussions and So- 
cial Events Highlight WMDA 
Convention. July :168 

JVC Tssues Bulletin on Karat 
Gold Tolerances. July :178 

Government Rulings Clarified in 
— JVC Booklet. July: 


GIA Offers Korean Vets Infor- 
— on Gem Courses. July: 


Plans for Promotion of Gold 
Filled Jewelry Are Put into 
Operation. Aug :97 

ANRJA Annual Convention and 
Trade Show, August 8 to 12. 
Aug:110 

Informative Talk on Instalment 
Selling Given by NJA Secre- 
po at Canadian Confab. Aug: 

NEMJ&SA and MJSA Merge 
Showing Activities. Aug :262 

NEMJ&SA to Participate in 
‘Life’ Promotion at Attleboro. 
Aug :265 

MJSA Announces Date for Sec- 
ond Annual Dinner-Dance. 
Aug :270 


FOR JANUARY, 1955 


What Can Retailers and Their 
Trade Associations Do About 
Fair Trade? Sept: 102 

Speakers at ANRJA Convention 
Give Serious Consideration to 
Trade Problems. Sept.189 

Two Retail Jewelry Associations 
Pursue Possibilities of Merger. 
Sept :194 

National Jewelers Association 
Sets Dates for 1955 Show. 
Sept:195 

NJA Secretary Cites Error in 
Speech by FTC Commission- 
er. Sept :238 

International Committee of 
American Gem Society Meets. 
Oct :211 

Seven Major Programs for En- 
suing Year Established by 
UHAA at 21st Convention. 
Oct :212 

More Than 300 ag age 
Banquet of MJSA 

Jewel-Bedecked Models. , = 
NEMJ&SA Float in ‘Attle- 
boro Day’ Parade. Oct:218 

AGS Tightens Requisites for 

Registered Jeweler Title. Oct: 

223 


NEMJ&SA Officers Report on 
Stepped-Up Activities on An- 
nual Providence Meeting. 
Nov:178 

Coordinating Committee of NJA 
and ANRJA Holds First 
Meeting. Nov:179 

Watch Material Distributors As- 
sociation Announces Commit- 
tee Appointments. Nov:181 

AGS Awards 47 Titles in Second 
Third of Year. Nov:185 

Lavan Named President of Man- 
ufacturing Jewelers Sales As- 
sociation. Nov:189 

International Committee of AGS 
Meets in N. Y. Nov:193 

Sweet Succeeds Fachon as Pres- 
ident of NEMJ&SA. Dee:124 





BIRTHSTONES 


(See also ‘Advertising’? — 
““Gems”’—‘‘Merchandising and 
Promotion’’) 


Amethyst, Birthstone for Febru- 
ary. Jan:96A 

Aquamarine, Birthstone for 
March, Feb:96A 

Window Displays Utilize Four- 
Color Birthstone Pages. Mar: 
96 


Diamond, Birthstone for April. 
Mar :96A 

A Logical Selling Sequence— 
Birthstone Rings to Diamonds. 
May :81 

Birthstone for July, the Ruby. 
June :65 

Year-Round Birthstone —_ 
Offered by JIC. Nov:181 


BOOK REVIEWS 


Four Centuries of European 
Jewelry. Jan:119 

Field Guide to the Rocks and 
Minerals. Jan:119 

Interesting and Practical Manual 
on Electroplating for the Be- 
ginner, May:115 

Watch Repair Manual. June:96 

Gemology. July :112 

Jewelry Making, As An Art 
Expression. Aug:207 

Schmuck-und edelsteinkundliches 
Taschenbuch. Aug:235 

The Jewelry Engraver’s Manual. 
Oct :152 

The Romance of Time. Nov:119 


BRIDES 


Makes Good Sales of Open Stock 
China to ‘Brides of Yester- 
day.’ Nov :166 





BUSINESS CONDITIONS 


Jewelry Failures Show Drop for 
°53 as Liabilities Involved In- 
crease, Mar :172 

The Washington Story. Apr:82 

The Trade Diversion Problem. 
May :65 

The "leneien Speaks Out on 
Trade Diversion. May :66 

Economists’ Forecasts on Busi- 
ness Outlook Show Wide 
Variance. July:173 


BUSINESS MANAGEMENT 


(See also “Sales Training”) 


es oe on Your Social Security. 
an: 
The e Operating Statement. Jan: 


A "Credit Man Talks to the Re- 
tail Jeweler, Feb:112 

Life Insurance for Jewelry In- 
stalment Customers. Mar:100 

Teamwork Does It! Apr:86 

The Wholesaler Plays a Stra- 
tegic Role as the Retailer’s 
Buyer. Apr :146 

Detecting Counterfeit Money. 
May :84 

Lack of Rear Door Safeguards 
Blamed for Burglary Rate. 
May :140 

Inventory Control Removes 
Guesswork. Oct:128 

Looking Ahead-Planning Ahead 
being Start Sales Rolling. Oct: 


Wind Up ’54 with Your Profits 
Secure. Dec:45 

Make Your Business More Prof- 
itable and Less Frantic. Dec: 
46 

Inventory Control, a Key to 
Continuing Success. Dec: 48 

Know Your Leases. Dec: 50 

Tailor Your Percentage Lease 
Carefully. Dec:51 

Stock Turnover—Key to Profits. 
Dec: 52 

How to Get Rid of the “Dogs” 
in Your Store. Dec:53 

Protect Your Profits—If Disas- 
ter Strikes. Dec:54 

Want to Sell Your Business? 
Dec :56 

Tax Relief for You and Your 
Business. Dec :58 

Have Your Checked Your Will 
Recently? Dec :60 


ail 


CAMERAS 


Additional Profits from Extra 
Line. June:70 

American Promotion Practices 
Causes Drop in Camera Re- 
ports. Nov:204 





CHINA, GLASS & GIFTWARES 


(See also “Merchandising and 
Promotion’”’)) 


Theatre Atmosphere Dramatizes 
China, Glass and Giftware 
Displays. Feb :162 

Special Wall Unit Creates Extra 
Space for China Displays. 
Apr :182 

“The World’s Largest” Table 
Top Exhibit. May :122 

The Jeweler’s Box and Table 
Top Sales. June :106 

We Have Had Success with 
China and Glass. June:108 

Making Room for China and 
Glass. June:112 

A World of Table Top Fashions 
on Display. July :134 

Setting the Stage for Table- 
wares. Aug:214 

A China Window Comes Alive 

Aug :216 
‘Thenhuaheben, A Time to Pro- 





mote Table Top Fashions. 
Sept :156 

Tie-in with National Wine Week 
Increases Sale of Stemware. 
Nov :143 

Table Top Fashions Featured by 
Texas Jeweler Throughout the 
Year. Nov:152 

Avoid a Post-Christmas Depres- 
sion, Promote Table Top 
Fashions for New Year’s Fes- 
tivities. Nov:156 

Continental Decor Lends Atmos- 
phere to Displays of Imported 
Tableware Lines. Nov:160 

Makes Good Sales of Open Stock 
China to ‘Brides of Yester- 
day.’ Nov:166 

‘China Closet’ Brings Dinner- 
ware Patterns to Attention of 
Customer. Nov:170 

Meet the Challenge of Competi- 
tion in the Sale of China and 
Glass. Dec :92 

Facts on China and Glass Man- 
ufacturing . . Make Your 
Sales Talk Sizzle. Dec :94 

Display Ideas for China and 
Glass. Dec:96 

Pegboard Displays Turn Upper 
Walls into Effective Display 
Area. Dec:114 


CLOCKS 


Big Clock Is Good Business 
Getter. Jan:114 

Hamilton’s Space Clock Tells 
Time on Mars and Earth. 
Feb:195 

How a Pocket Watch Becomes 
a Clock. June:76 

A Department Store’s Plan to 
Spark Store Traffic, Increase 
Clock Sales. Aug:220 

Why Clock Business Is Good 
Business. Nov:118 

Display Features Unusual 
Clocks. Dec :79 


COLORED STONES 


(See “Fashions” — “‘Gems” — 
“Merchandising and Promo- 
tion” —“‘Rings”’) 


Amethyst, Birthstone for Febru- 
ary. Jan:96A 

Aquamarine, Birthstone for 
March. Feb:96A 

Color as a Guide to Gemstones. 
Oct:136; Nov:72; Dec :62 

Fashion Promotes Colored Jew- 
els with Colored Furs. Dec :66 


COSTUME JEWELRY 


Jewelry Is in the Forefront of 
Fashion for 1954. Jan:92 

Costume Jewelry Ad Promotes 
Theme of Gracious Living. 
Jan :118 

Costume Jewelry Fashions for 
Spring and Summer. Mar:114 

Fashion Jewelry for Graduation 
Selling. Apr :134 

Costume Jewelry Is Developed 
into Major Traffic Builder. 
May :142 

Store Exterior Show Case Shows 
Costume Jewelry. June: 92 

Counter Top “Palette” Displays 
Accelerate Costume Jewelry 
Sales. Aug :240 

Costume Jewelry Fashions Spark 
Holiday Selling. Oct :130 

‘Feminine Futures’ Display Pro- 
gram Promotes Costume Jew- 
elry. Oct :154 

Earring Promotion Result in 
Store Traffic and Sales. Nov: 
102 


CREDIT 


Jewelry Credit Group Organized. 
Jan:141 

Credit Man Talks to the Retail 
Jeweler. Feb:112 

“The Question Is . . .” July:70 


Effective Methods of ‘Collecting 
Skips. July :96 
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Club Credit Plan Extended to 
All Departments by Buffalo 
Jeweler. Aug:151 

Speaker Urges Executives to 
Educate Retailer on Credit. 
Aug :264 

For This Credit Jeweler, Octo- 
ber Promotions Bring Decem- 
ber Sales. Oct :184 


din 


DESIGN 


Inspirations from the Jewelry 
Designers Guild. Mar:112; 
Apr:127; May:96; June:73; 
July :157 

Student Designs Shown at New 
York Exhibit. May :82 

— Jewelry Designs. July: 
102 


‘Functional Design’ Wins Dia- 
monds U.S.A. Awards. Sept: 
104 


DIAMONDS 


(See also ‘‘Display’’—‘‘Fashion”’ 
—‘‘Merchandising and Promo- 
tion” —“‘Rings”’) 

No Diamond Sales for This Jew- 
eler, Jan :109 

Famous Diamonds of the World. 
Jan:112; Feb:180; Mar:124; 
Apr:166; May :194; June:94; 
July :114 

— of the Cullinan. Jan: 


Pastry Diamonds Promote Sale. 
Jan:171 

Diamonds Add Dazzle to Attire 
at Met Opening in New 
York. Jan :145 

Diamond-Filled Cakes Highlight 
ny Celebration. Feb: 


0 

JVC Submits Proposed Trade 
Practice Rules for Diamond 
Industry to FTC. Feb:183 

Jewelry Store Chain Employs 
Magic to Top Previous Dia- 
mond Sales. Mar:88 

Diamond, Birthstone for April. 
Mar :96A 

Inspirations from the Jewelry 
Designers Guild. Mar :112 

Colorful Booklet Describes Vital 
Role of Industrial Diamonds. 
Mar :161 

Diamond Radio Feature’ on 
eee Network. Mar: 
173 


Diamonds to Dollars . . . Fash- 
ion Makes the Sale! May :72 
The Present Status of Diamond 
acai Treatments. May: 


6 

A Logical Selling Sequence— 
Birthstone Rings to Diamonds. 
May :81 

Something a Little Different for 
Customers. May :86 

“Diamonds U.S.A. Awards’ Of- 
fered for Outstanding Dia- 
— Jewelry Designers. May: 
150 

Proposed Diamond Rules Pre- 
sented at Federal Trade Com- 
mission Hearing. June:130 

Diamond Industry 1953. July: 
84; Aug:120; Sept:106 

Outlook for Fall Diamond Sales 
Termed “Bright” by Rivkin. 
July :175 

Diamonds Are a Jeweler’s Best 
Friend — Keep Them That 
Way. Aug:99 

The Friendship That’s in a Dia- 
mond. Aug:99 

Do’s and Don’t’s for Your Dia- 
mond Advertising. Aug:104 

Display Diamonds the Year 
Round. Aug:106 

Ads Which Treat Diamonds as 
a Jeweler’s Best Friend .. . 
Aug :108 

Educating the Public to Dia- 
mond Quality. Aug :114 

A New Tune for Retailers .. . 


Hearts and Diamonds. Aug: 


6 

Home Towns of Servicemen 
Customers Are Theme for 
Diamond Promotion, Aug:140 

Mid-West Jeweler Offers Free 
Diamonds to French Brides of 
GIs. Aug:148 

Wise Diamond Buying Is Sub- 
ject of Ad. Aug:149 . 

Dramatic Displays Sell Dia- 
monds. Aug :153 , 

Jeweler Builds Prestige with 
Special Diamond Laboratory. 
Aug :159 

Ring Remodeling Attracts Older 
Couples to Diamond Sales. 
Aug :242 

Jewelers to Get ‘Best Support 


Ever’ in Selling Diamonds 
Through New Campaign. 
Aug :259 


Nearly 190 Fashion Editors At- 
tend Diamond Dinner in 
N. Y. Aug:263 

‘Functional Design’ Wins Dia- 
monds U.S.A. Awards. Sept: 


104 
Diamond Grading Tips Offered 
at Meeting of Southeast RJA. 


Oct :209 
Secrets of the Diamond Expert. 
Nov:70 : 
Functional Beauty Dramatizes 
Diamonds J.S.A. Awards. 
Nov :73 


Diamonds U.S.A. Awards. Nov: 
74 


Diamonds and TV. Lights 
Brighten Met’s Opening. Dec: 
122 


DISPLAY 
(See also “Merchandising and 
Promotion” —‘ Modernization” 
—“Window Display’’) 
Ceramic Miniatures Figure Well 
in Displays and Sales. Jan:128 
Displays Say “Buy Here.” Feb: 
116 


Proper Display Fixtures Insure 


Maximum Use of Limited 
Space. Apr :98 

Portable Display Fits Front 
Door. Apr:120 


Special Wall Unit Creates Ex- 
tra Space for China Displays. 
Apr :182 

It’s the Customer’s Move. June: 

5 


105 

A World of Table Top Fash- 
ions on Display. July :184 

Dramatic Displays Sell Dia- 
monds. Aug :153 

Changing Color Scheme Changes 
Store’s Appearance. Aug:157 

Special Display for Serving 
Pieces. Aug :236 

Counter Top ‘Palette’? Displays 
Accelerate Costume Jewelry 
Sales. Aug :240 

Inside and Outside Your Store. 
Oct :96 

‘China Closet’ Brings Dinner- 
ware Patterns to Attention 
of Customer. Nov:170 

Christmas Display Developed by 
Swiss for S. Jewelers. 
Nov :184 

Pegboard Displays Turn Upper 
Walls into Effective Display 
Area. Dec :104 


din 


EMPLOYEE RELATIONS 


(See also “Business Manage- 
ment”—‘‘Sales Training’’) 


ENGRAVING 


For Profit’s Sake—An Engrav- 
ing Machine. Aug :128 

The Jeweler’s Engraving Skill 
... A Stepping-Stone to More 
Sales. Aug :230 

Encraving Service Brings Extra 
Profits and Increases Traffic. 
Nov:115 : 

The Profit-Potential That’s in a 
Jeweler’s Trophy Department. 
Dec :64 


EXTRA LINES 
(See also “Display’’—‘‘Merchan- 
dising and Promotion”’) 





Plan for More Appliance Sales 
in °54, Jan:98 

‘Coffee Party’ Promotes Appli- 
ances. Jan:121 

Additional Profits from Extra 
Lines. June:70 


» = 


FAIR TRADE 


High Court Denies Request for 
Review of Fair Trade Laws. 
Jan :165 

Discount House Opening Spurs 
Drive for D.C. Fair Trade 
Law. Mar :187 

Proposed Fair Trade Law Pre- 
pared by Merhants in Dis- 
trict of Columbia. Apr :204 

D.C. Retailers Await Action by 
House Unit on Fair Trade 
Bill. May :153 

What Can Retailers and Their 
Trade Associations Do About 
Fair Trade? Sept:102 

Fair Trade at the Crossroads? 
Nov :68 

Thoughts on Trade Diversion. 
Nov :124 

NRDGA May File Brief on Fair 
Trade with FTC. Nov:178 

Fair Trade Faces Tough Battle 
Despite Favorable Action by 
Supreme Court. Dec :119 


FASHION 


Jewelry Is in the Forefront of 
Fashion for 1954. Jan:92 

Fashion Publicity Can Work for 
You. Feb:84 

‘A Different Woman After Five.’ 
Feb :92 

Inspirations from 
Designers Guild. 
Apr :127 

Costume Jewelry Fashions for 
Spring and Summer. Mar:114 

Fashion Report from Paris. 
Mar :116 

Showing Week, Its Importance 
to Retailers. Apr :128 

Fashion Jewelry for Graduation 
Selling. Apr :134 

Diamonds to Dollars . . . Fash- 
ion Makes the Sale. May :72 

The Fashion World is the Retail 
Jeweler’s Oyster. June :66 

Fall Fashions in Gold. Tuly :88 

Fashion Facts for Men— Or 
What Every Jeweler Should 
Know. Aug:172 

Fashion Is a Business, Not a 
Mystery! Sept:112 

International Jewelry Trends to 
Be Analyzed by JIC Fashion 
Direct at Providence Show. 


the Jewelry 
Mar:112; 


Fashions Favor the 
Jeweler. Nov :96 

Fashion Promotes Colored Jew- 
els with Colored Furs. Dec :66 

New and Trend-Setting Euro- 
pean Jewelry Is Shown at 
Fashion Prevue in Providence. 
Dec :129 


FTC 


Proposed FTC Rule Authorized 
Use of Word ‘Free’ in Ads. 
Jan :149 

JVC Submits Proposed Trade 
Practice Rules for Diamond 
Industry to FTC. Feb:183 

FTC Overhauls Complaint Pol- 
icy. Feb:210 

FTC Clarifies Position on Use 
of Word ‘Free’ in Ads. May: 
173 

Proposed Diamond Rules Pre- 
sented at Federal Trade Com- 
mission Hearing. June :130 

Sharp Debate on ‘Gold Content’ 


Proposal Highlights toy yO 
Trade Practice Conference. 
Oct :214 


FTC Issues Ruling on Advertis- 
ing Allowances. Oct :224 

NRDGA May File Brief on 
Fair Trade with FTC: Nov: 


178 

FTC Plans Hearing to Revise 
Fountain Pen and _ Pencil 
Rules. Nov:183 
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GEMS AND GEMOLOGY 


(See also ‘‘Diamonds’”—‘Tech. 
nical’’) 


Amethyst, Birthstone for Febru- 
ary. Jan:96A 

Geology for the Jeweler. Jan: 
97; Feb:97; Mar:86; June: 
65; July:98; Aug:112; Sept: 
100 

How to Use a Loupe Properly. 
Jan :170 

Aquamarine, Birthstone for 
March. Feb:96A 

Introducing Greened Amethyst. 
Apr :113 : 

The Present Status of Diamond 
Coloration Treatments. May: 


76 

Jeweler Builds Prestige with 
Special Diamond Laboratory. 
Aug:159 

Color as a Guide to Gemstones. 
Oct:136; Nov:72; Dec:62 

Secrets of a Diamond Expert. 
Nov:70 


GIFTS 


(See also ‘‘China, Glass & Giift- 
ware” — “Display” — ‘‘Mer- 
chandising and Promotion’) 


Gifts for Wedding Anniversaries, 
Jan :108 

Ceramic Miniatures Figure Well 
in Displays and Sales. Jan: 


128 

Old-Fashioned Gifts Bring Back 
Memories and Create Busi- 
ness. Mar :139 

Gift Section .. . A Store With- 
in a Store. Mar:144 

Quality Lamps Complement 
Jewelry Store’s Gift Depart- 
ment, May :126 

Smoking Accessory Impulse 
Sales Developed by Special 
Display Table. May :140 

Increased Store Traffic and Sales 
from New Giftwares Depart- 
ment. July :128 

The Box the Gift Comes In, 
Wrapped in Beauty—Present- 
ed with Pride. Oct:110 

A Giftwares Department Goes 
Underground. Oct:172 

New Giftwares Department Aids 
in Pulling Out of a Sules 
Plateau. Oct:174 

Novel Display Idea Used to 
Stress Store’s Gift-Wrapping 
Service. Nov:100 


HOROLOGY 


(See also ‘‘Technical’’— 


““‘Watches’’) 


Workshop Questions and An- 
swers. Jan:166; Feb :216; 
Mar :198; Apr:238; May:190; 
June:161; July:200; Aug: 
292): Sept:222; Oct:238; 
Nov:214; Dec:148 

How a Pocket Watch Becomes 
a Clock. June:76 

How to Service the New Mido 
Powerwind. June :156 

Cape Cod Jeweler Experiments 
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with Watches Dropped in Salt 
Water. Sept :128 

Temperature, Pressure and 
Waterproof Watches. Sept: 


130 

The Importance of Frequency 
Standard in Watch Repairing. 
Nov :123 


—J- 


JEWELRY INDUSTRY 
COUNCIL 


Date of Annual Meeting An- 
nounced by JIC. Jan:150 

JIC Entertains Fashion Press at 
Opera Party. Feb:189 

JIC Reviews Past and Scans 
Future at Annual Meeting; 
New Officers Elected. Feb: 
191 

JIC Offers Four-Point Program 
to Boost Valentine Sales. Feb: 
194 

JIC Announces Board Elections. 
Mar :174 

Supplier Salesmen Made JIC 
Members. Mar :179 

JIC Launches Promotion of 
Three Gift-Giving Events. 
Apr :208 

The Importance of the JIC 
Demonstrated at ANRJA Con- 
vention, Sept :96 

Jewelry Items Share Spotlight 
on TV Shows, Says Report by 
JIC. Sept :200 

International Jewelry Trends to 
Be Analyzed by JIC Fashion 
Direct. at Providence Show. 

‘i Oct :203 

Supplier Members in Jewelry In- 
dustry Council Show 23 Per 
Cent Gain. Oct :210 

Year-Round Birthstone Displays 
Offered by JIC. Nov:181 

JIC Supplies Jewelers with 
Christmas Idea Book. Nov: 
183 


len 


LAMPS 
(See also ‘‘Extra Lines’’—‘“‘Mer- 
chandising and Promotion’’) 


Quality Lamps Complement 
Jewelry Store’s Gift Depart- 
ment. May:126 


LIGHTING 
(See also ‘‘Modernization’”’) 


Lighting the Way to Sales. 
Mar :102 

A Store Needs Night-Time Sales 
Appeal. Mar:110 


LUGGAGE 


Luggage Fits into the Jeweler’s 
Selling Picture. June :74 


MEN’S JEWELRY 


The Value of Men’s Jewelry to 
the Jeweler. Aug :167 

How Important Is Men’s Jew- 
elry? Aug :168 

The Men’s Jewelry Story Can 
Be Told in Window Displays. 
Aug :170 

Fashion Facts for Men— Or 
What Every Jeweler Should 
Know. Aug:172 

All Advertising Media Used to 
Build Men’s Jewelry Volume. 
Aug:175 

For Men’s Jewelry . . . There’s 
No Business Without ‘‘Show” 
Business. Aug :176 

Men’s Jewelry for Holiday Sell- 
ing. Nov:126 


_M— 


MERCHANDISING AND 
PROMOTION 


General 
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Plan for More in ’54. Jan:66 

What's New from New England. 
Jan :84 

‘A Store Is Known by the Com- 
pany It Keeps.’ Jan:109 

Big Clock Ils Good Business 
Getter. Jan:114 

Newspaper Ad Program Stress- 
ing Brand Names Brings in 
Business, Feb :98 

Use of Manufacturers’ Selling 
Aids Helps Reduce Cost ot 
Store Promotion. Feb:100 

Merchandising Brand Name 
Products. Feb :102 

Moving Your Merchandise with 
Manufacturers’ Money. Feb: 
113 

Line Up Your Program with 
Promotional Tie-ins. Feb :122 

Packaging Is a Primary Sales 
Aid. Feb:138 

Magazines Recognize the Im- 
portance of the Retailer. Feb: 
148 

Special Jewelry Exhibition 
Marks Store Anniversary. 
Feb :174 

Sustaining Traffic for the New 
Store. Feb :176 

Keep Your Store in the Public 
Eye. Mar:75 

What Makes for 
Mar:76 

Preparation Is the Key to Suc- 
cess in Publicity. Mar:78 

How Other Jewelers Have Got- 
ten Publicity. Mar :80 

Display Capitalizes on Brand 
Names. Mar:122 

A Store ‘Goes to the Dogs.’ 
Mar: 126 

Manufacturers’ Selling Aids 
Form Basis of Year-Round 
Promotion Program. Mar:128 

Remember — Mother’s Day Is 
May 9th! Mar:138 

Subsidized Transportation Pro- 
motion Backed by Syracuse 
Jewelers. Mar:163 

The Washington Story. Apr:82 

Teamwork Does It! Apr:86 

From Greeting Cards to Jewelry 
Sales. Apr: 88 

This Jeweler Went to College. 
Apr :96 

Turning a Rental Disadvantage 
into a Merchandising Oppor- 
tunity. Apr :100 

Appliance Sales Keep Instalment 
Accounts Active. Apr :184 

Graduation Time Is Gift-Giving 
Time. May: 78 

Let’s Remember Father! May: 
80 

Clearance Sale Billed as “Crazy 
Mixed-un Sales.” May :105 

Jeweler Ties-in with Festival. 
May :113 

Hundreds of Graduates Wel- 
come Invitation to ‘Wish on 
a Star.” May :145 

A Preview Look at New Jewelry 
from New England. June:51 

Store Expansion Program Per- 
mitts Addition of Two New 
Departments. July:132 

Moving to the Suburbs. July: 
156 


Publicity ? 


Gettine “Downtown” Volume in 
a Neighborhood Location. 
Aug :130 

A Store with Personality. Aug: 

3 


“After the Flood”—a Jewelry ° 


Sale! Aug:138 
Jewelry Buyer’s Notebook. Sept: 


A Jewelry ‘Convention’ for Con- 
sumers. Sept:108 

Wright, Kay & Co. Opens 
Branch Store in Suburban 
Center. Sept :164 

Christmas Comes But Once a 
Year. Oct :89 

The Best Gifts of All Come in 
Jewelry Boxes. Oct:114 

Retailers Still Believe in Santa 
Claus. Oct:122 

Calendar Reminds Customers of 
Store Hours During Christ- 
mas Season. Oct:141 

‘Pennies from Heaven.’ Oct :159 


Gifts Unlimited for Weather- 
Consciuus wan. Uci:lso 

Doll Promotion Creates Dollar- 
Producing Volume. Oct:182 

For This Credit Jeweler, Octo- 
ber Promotions Bring Decem- 
ber Sales. Oct:184 

A Contest to Stir People to 
“Buy Jewelry at Jewelry 
Stores.” Nov :86 

The Selling Theme: ‘Christmas 
in the French Manner.”’ Nov: 
88 

To Keep Them Shopping at 
Home, A Big Jewelry Store 
for a Small Town. Nov:90 

Jeweler and Photo Supply Deal- 
er Team-Up... Partners in 
Space and Store Traffic. Nov: 
104 

Dramatic Santa Claus Promo- 
tion. Nov:124 

Inventory Control, a Key to 
Continuing Success. Dec :48 


Appliances 


Plan for More Appliance Sales 
in 754. Jan:98 

‘Coffee Party’ Promotes Appli- 
ances. Jan:121 

Appliances Make Life Easier— 
For Customers and Retailers, 
Too! Mar:150 

Special Small Appliance Service 
Increases Jewelry Sales. Apr: 


108 

Jewelry Sales Are Sparked by 
Appliance-Created Store Traf- 
fic. Sept :166 

Jeweler Finds Appliances a Suc- 
cessful Line in Small Town. 
Nov :148 


China and Glass 


Theatre Atmosphere Dramatizes 
China, Glass and Giftwares 
Displays. Feb :162 

Special Wall Unit Creates Ex- 
tra Space for China Displays. 
Apr :182 

“The World’s Largest’? Table 
Top Exhibit. May :122 

The Jeweler’s Box and Table 
Top Sales. June :106 

We Have Had Success with 
China and Glass. June:108 

Meet the People Who Are Table 
Top Prospects. June:116 

Setting the Stage for Table- 
wares. Aug:214 

Thanksgivine. a Time to Pro- 
mote Table Top Fashions. 
Sept :156 

Tie-in with National Wine Week 
Tnereases Sale of Stemware. 
Nov :143 

Tahle Top Fashions Featured by 
Texas Teweler Throughout the 
Year. Nov:152 

Avoid a Post-Christmas Depres- 
sion, Promote Table Top Fash- 
ions for New Year’s Festivi- 
ties. Nov :156 

Continental Decor Lends Atmos- 
phere to Displays of Imported 
Tableware Lines. Nov:160 

Makes Good Sales of Open 
Stock China to ‘Brides of Yes- 
terday.’ Nov :166 

‘China Closet’ Brings Dinner- 
ware Patterns to Attention of 
Customer. Nov:170 

Meet the Challenge of Competi- 
tion in the Sale of China and 
Glass. Dec :92 

Facts on China and Glass Manu- 
facturing . . . Make Your 
Sales Talk Sizzle. Dec :94 

Pegboard Displays Turn Upper 
Walls into Effective Display 
Area. Dec: 104 


Clocks 


A Department Store’s Plan to 
Spark Store Traffic, Increase 
Clock Sales. Aug :220 

Why Clock Business Is Good 
Business. Nov :118 

Display Features Unusual 
Clocks. Dec :79 


Costume Jewelry 


Costume Jewelry Ad Promotes 
Theme of Gracious Living. 
Jan:118 

Costume Jewelry Is Developed 
into Major Traffic Builder. 
May :142 

‘Feminine Futures’ Display Pro- 
gram Promotes Costume Jew- 
elry, Oct:154 

Earring Promotions Result in 
— Traffic and Sales. Nov: 


Diamonds 

No Diamond ‘Sales’ fer This 
Jeweler. Jan:109 

Pastry Diamonds Promote Sale. 
jJan:171 

Diamond-Filled Cakes Highlight 
Anniversary Celebration. Feb: 
180 


Jewelry Store Chain Employs 
Magic to Top Previous Dia- 
mond Sales. Mar:88 

Diamonds to Dollars . . . Fash- 
ion Makes the Sale! May :72 

A Logical Sequence—Birthstone 
Rings to Diamonds. May:81 

Something a Little Different for 
Customers. May :86 

Wedding Ring Offered Free 
Stimulates Diamond Ring 
Sales. July :151 

Diamonds Are a Jeweler’s Best 
Friend — Keep Them That 
Way. Aug:99 

The Friendship That’s in a Dia- 
mond. Aug :99 

Do’s and Don’t’s for Your Dia- 
mond Advertising. Aug:104 

Display Diamonds the Year 
Round. Aug:106 

Ads Which Treat Diamonds as a 
Jeweler’s Best Friend. Aug: 
10 


8 
Educating the Public to Dia- 
mond Quality. Aug:114 
A New Tune for Retailers .. . 
Hearts and Diamonds. Aug: 


Home Towns of Servicemen 
Customers Are Theme for Dia- 
mond Promotion. Aug:140 

Mid-West Jeweler Offers Free 
Diamonds to French Brides of 
GIs. Aug:148 

Wise Diamond Buying Is Sub 
ject of Ad. Aug:149 

Dramatic Displays Sell Dia- 
monds. Aug :153 

Jeweler Builds Prestige with 
Special Diamond Laboratory. 
Aug :159 

Ring Remodeling Attracts Older 
Couples to Diamond Sales. 
Aug :242 





Gems 
New Settings for Old Gems. 
Jan:171 
Displays Exploit Public’s Inter- 
est in Gem Specimens. Mar: 


97 

Ad Stresses Jewelry Moderniza- 
tion. July :160 

“Crown of the Andes” Exhibit 
Stirs Public Interest in Gems. 
Aug:118 

Emerald Jewelry Sales Boosted 
by Tie-in with Radio-TV Con- 
test. Nov:151 

Traffic-Building Exhibit, ‘Great 
Americans in Sapphire.’ Nov: 
174 

Gifts 

Gifts for Wedding Anniversaries. 
Jan :108 

Ceramic Miniatures Figure Well 
in Displays and Sales. Jan :128 

Old-Fashioned Gifts Bring Back 
Memories and Create Business. 
Mar :139 

Gift Section . . . A Store With- 
in a Store. Mar :144 

Increased Store Traffic and Sales 
from New Giftwares Depart- 
ment. July :128 

The Box the Gift Comes In, 
Wrapped in Beauty—Present- 
ed with Pride. Oct:110 

A Giftwares Department Goes 
Underground. Oct:172 

New Giftwares Department Aids 
in Pulling Out of a Sales Pla- 
teau. Oct:174 

Novel Display Idea Used to 
Stress Store’s Gift-Wrapping 
Service. Nov:100 

Lighters 
Smoking Accessory Impule Sales 


69 
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Developed by Special Display 
‘Table. May :140 


Repairs 


Unusual Ad Demonstrates How 
Jeweler Backs His Watch 
Sales. Jan :137 

Ideas to Make the Service De- 


partment More Profitable. 
Feb :174 

Service Sells the Jewelry Store. 
July :134 


Use Your Display Windows to 
Focus Interest on Your Re- 
pair Department. Sept:116 

Adjust Your Repair Department 
to Watch Inspection Time. 
Sept :122 

Watch Repair ‘Special’ Builds 
Store Traffic. Sept :124 

A Program Is Needed to Edu- 
cate Customers on Watches 
and Repairs. Sept:126 

Cape Code Jeweler Experiments 
with Watches Dropped in Salt 
Water. Sept :128 

Watch Repairs Promoted with 
Skillful Signs, Folders and 
Cards. Oct :154 

Sign Listing All Repair Services 


Increases Repair Business. 
Oct :157 
Dramatic Display and Vivid 


Sign Promotes Watch Bands 
and Repairs. Oct:158 

Jeweler Believes Watch Repairs 
Should Be Up Front by the 
Door. Oct :159 

Unusual Direct Mail Piece 
Builds Watch Repair Busi- 
ness. Oct :199 





Rings 


Men’s Fancier Wedding Rings 
Seen se in Popularity. 
Mar :1 

College i Promotions Create 
Traffic and Sales. Apr :90 

Modernizing Outmoded Jewelry 
Is Theme of Newspaper Ad. 
May :102 

esstaeeiaat Wedding Gown His- 
tory Used to Promote Wed- 
ding Rings. Aug:160 


Silver 


Display Creates Community In- 
terest in School Graduates’ 
Silverware Patterns. Feb:160 

Silver in the Window. Apr :176 

Silver Club Plan Emphasizes 
“Tt’s Easy to Own Sterling.” 
May :124 

— Customer’s Move. June: 

The Jeweler’s Box and Table 
Top Sales. June:106 

Meet the People Who Are Table 
Top Prospects. June:116 

Setting the Stage for Table- 
wares. Aug :214 

Thanksgiving, a Time to Pro- 
mote Table Top Fashions. 
Sept :156 

‘Gracious Living’ Theme Keys 
Special Hollowware Promo- 
tion. Sept :160 

‘Dimes are Dynamite’ During 
This Jeweler’s Silverware Pro- 
motion. Oct:170 

Brand Names Prominently Fea- 
tured in Sterling Flatware Dis- 
play. Oct:190 

Munson Cautions Dealers on 
Low Silverware Inventories. 
Oct :211 

Table Top Fashions Featured by 
Texas Jeweler Throughout the 
Year, Nov:152 

Avoid a Post-Christmas Depres- 
sion, Promote Table Ton Fash- 
ions for New Year’s Festivi- 
ties. Nov:156 

Silver Flatware and Hollowware 
Appeal to All Gift-Minded 
Buyers. Nov:158 

Wedding Memento—Silver Cake 
Knife. Dec:83 


Stainless 


Stainless on Fifth Avenue... 
May :128 


Stainless Flatware as a “Second 
Set.” July :122 

Exhibition of Stainless Design. 
Nov :168 

How to Sell Stainless Steel. 
Nov:171 


Watches 


Unusual Ad Demonstrates How 
Jeweler Backs His Watch 
Sales. Jan :137 

Store Guarantee Supports Watch 
Sales. Jan :139 

The Customer Asks About 
Watches. Feb:142 

A Less Costly Watch for Vaca- 
tion. Mar:120 

A Jeweler’s Experiment Proves 
Watch Customers Are ‘Brand 
Conscious.’ Apr :164 

The Jeweler Speaks Out on 
Trade Diversion. May :66 

Special Graduation Campaigns 
Step Up Watch Sales. May :94 

Jeweler Increases Watch sales 
with ‘“*Special”’ Salesman. 
May :144 

The ‘“Best’? Way in Selling 
Watches Places Emphasis on 
Service Policy. June :62 

“When Will It Stop’ Contest 
Promotes Watches. July :158 

“Old Watch Contest” During 
Rodeo Spurs Watch Sales at 
Arizona Store. Aug:248 

Adjust Your Repair Department 
to Watch Inspection Time. 
Sept :122 

A Program Is Needed to Edu- 
cate Customers on Watches 
and Repairs. Sept :126 

Cape Cod Jewelers Experiments 
with Watches Dropped in Salt 
Water. Sept :128 

An Open Letter on ‘Watch 
Sales.’ Nov :116 

Sends Novel Watch Form to 
Customer. Nov:121 

Gets Widespread Publicity by 
Exhibiting Customers’ Old 
Watches. Nov:121 

Asks Public About ‘Discount’ 


Watch. Nov:148 





MODERNIZATION 
General 


A Marquee of Distinction. Feb: 


Growing Pains at a Suburban 
Store. Mar :146 

Designed for Customer’ Comfort. 
May :88 

Schwanke - Kasten, Milwaukee 
Jewelry Firm, Moves Up in 
the World. June:58 

A Bit of Paris in California. 
June :64 

Making Room for China and 
Glass. June:112 

A Store with Personality. Aug: 


132 

Both ‘Site’? and “Sight’? Must 
Be Considered When Moderniz- 
ing a Jewelry Store. Aug :134 

“All the Store’s a Showcase.” 
Aug :222 

Fifth Avenue Jeweler Finds No 
Prestige Lost in Modernizing 
Store. Sept:110 

Solving a ‘Too - Much - Space’ 
Problem. Sept :174 

Constant Remodeling Keeps 
Store Modern and Expenses 
Down. Oct :126 

Installs Interior Windows to 
Conceal Unsightly Elevator 
Shaft. Nov:150 


Air Conditioning 


New Store Atmosphere Built 
Around Air Conditioning. Feb: 
90 


Air Conditioning Solves Peculiar 
Remodeling Problem. Mar :106 

Light and Air Conditioning 
Gives New Store Sales Ap- 
peal. Aug:124 

Breaking Through the Heat Bar- 
rier to Summer Selling. Sert: 

2 


Lighting 


Lighting the Way to Sales. 
Mar :102 





Light and Air Conditioning 
Gives New Store Sales Ap- 
peal. Aug :124 


—p- 


PEARLS 


Pearl Window Display Traces 
Growth of Pearl in the Sea. 
May :143 

The Fashion World Is the Re- 
tail Jeweler’s Oyster. June :66 

Pearl Export Association Forni- 
ed by Japanese. June:138 

Head of Heller-Deltah to Survey 
Japa.ese Pearl Market. Sept: 
202 

Jeweler Promotes Cultured 
Pearls to Cash In on Pearl 
Popularity. Nov:122 


PLATINUM 


Six Platinum Metals Used in 
Compact Made for Elizabeth. 
Feb:191 

Inspirations from the Jewelry 
Designers Guild. Mar:112 


POST EXCHANGES 


Defense Department Silent on 
Liberalizing PX Policies. 
Mar :169 

Post Exchanges Prohibit Issue 
of Courtesy Cards. Oct :228 


PUBLICITY— 
PUBLIC RELATIONS 


Big Clock Is Good Business 
Getter. Jan:114 

Pastry Diamonds Promote Sale. 
Jan:171 

Fashion Publicity Can Work for 
You. Feb:84 

Diamond-Filled Cakes Highlight 
Anniversary Celebration. Feb: 
180 

Keep Your Store in the Public 
Eye. Mar:75 

What Makes for Publicity? 
Mar :76 

Preparation Is the Key to Suc- 
cess in Publicity. Mar:78 

How Other Jewelers Have Got- 
ten Publicity. Mar :80 

Subsidized Transportation Pro- 
motion Backed by Syracuse 
Jewelers. Mar :163 

Industry Plays Host to Educat- 
ors. Apr:110 

Keeping His Store in the Public 


Eye. Apr:122 
aa — Both 


Girl Swallows 
Survive. May:1 

Jeweler Ties-in With Festival. 
May :113 

“The World’s Largest’ Table 
Top Exhibit. May :122 

Hundreds of Graduates Welcome 
Invitation to ‘Wish on a 
Star’. May :145 

Jewelers Participate in an Un- 
usual “Misplaced Item” Con- 
test. July :148 

Former Detroit Jeweler Designs 
St. Lawrence Seaway Bill 
Pen. July :158 

“When Will It Stop’ Contest 
Promotes Watches. July:158 

Home Towns of Servicemen 
Customers Are Theme for 
Diamond Promotion. Aug :140 

Store Employees and Families 
in the Spotlight for Anniver- 
sary Ad. Aug:237 

Indiana Jeweler Recognizes 
Heroic Act with Watch Gift. 
Auge :241 

The Empire Builder. Aug :247 

“Old Watch Contest” During 
Rodeo Spurs Watch Sales at 
Arizona Store. Aug :248 

Public Seeing Watchmakers at 
Work is Good Advertisement 
for Store. Aug:249 

Jeweler Presents Gifts to Four 
Graduating Classes. Aug :252 

Albany Jeweler’s Ad _ Ties-in 
Store with Celebration of Co- 
lonial Event. Aug :252 

Brand Name Retailer Ties-In 
with Brand Name of Baseball 
Fame. Sept :134 

A Contest to Stir People to ‘Buy 
Tewelry at Jewelry Stores’. 
Nov :86 

Using ‘Public Service Advertis- 
ing’ at the Point of Sale. 


Gets Widespread Publicity by 
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Exhibiting Customers’ Old 
Watches. Nov:121 
Dramatic Santa Claus Promo. 
tion. Nov:124 
Trathc-Building Exhibit, ‘Great 
Americans in Sapphire’. Noy: 


—R- 


REPAIRS 


(See also ‘“‘Horology’—‘‘Techni- 
cal” 


Workshop Questions and An- 
swers. Jan:166; Feb:216; 
Apr :238; May: 190; June :161; 
July: 200; Aug :292; Sept :222; 
Oct :238; Nov:214; Dec :148 

A Check List for Watch Own- 
ers Given in Newspaper Ad, 
Feb :177 ‘ 

Use Your Repair Windows to 
Focus Interest on Your Re- 
pair Department. Sept: 116 

Adjust Your Repair Department 
to Watch Inspection Time, 
Sept :122 

Watch Repair ‘Special’ Builds 
Store Traffic. Sept :124 

A Program Is Needed to Edu- 
cate Customers on Watches 
and Repairs. Sept :126 

Cape Cod Jeweler Experiments 
with Watches Dropped in Salt 
Water. Sept:128 

Temperature, Pressure and 
Waterproof Watches. Sept :130 

Watch Repairs Promoted with 
Skillful a. Folders and 
Cards. Oct :154 

Sign Listing All Repair Services 


Increases Repair Business. 
Oct :157 w 
Dramatic Display and Vivid 


Sign Promote Watch Bands 
and Repairs. Oct:158 

Jeweler Believes Watch Repairs 
Should Be Up Front By the 
Door. Oct :159 

Unusual Direct Mail Piece 
Builds Watch Repair Business. 
Oct :199 

The Importance of Frequency 
Standard in Watch Repairing. 
Nov :123 


RINGS 


College Ring Promotions Create 
Traffic and Sales. Apr :90 
—— Outmoded aoe 
Is ber of Newspaper Ad. 

May 

Pn dead Wedding Town His- 
tory Used to Promote Wed- 
ding Rings. Aug:160 

Ring Remodeling Attracts Older 
Couples to Diamond Sales. 
Aug :242 


_S— 


SALES TRAINING 


(See also “Business Manage- 
ment”—‘‘Employee Relations’’). 

Worried About the Performance 
of Your Extra Help? Oct:102 

Help—For Your Extra Holiday 
Help. Nov:84 


SILVER 


(See also ‘“Advertising’’—‘Dis- 
play” — “Merchandising and 
Promotion’’) 

Display Creates Community In- 
terest in School Graduates’ 
Silverware Patterns. Feb :160 

U. S. Silver Use in °53 Rose 
10.5% Over °52. Feb:192 

Silver in the Window. Apr :176 

Sterling, Silverplate or Stainless. 
Apr :199 
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“The World’s Largest” Table 
Top Exhibit. May :124 
It’s the Customer’s Move. June: 


105 

The Jeweler’s Box and Table 
Top Sales: June:106 

Setting the Stage for Tablewares. 
Aug :214 : 

Special Display for Serving 
Pieces. Aug :236__ 

Thanksgiving, a Time to Pro- 
mote Table Top Fashions. 
Sept :156 

‘Gracious Living’ Theme Keys 
Special Hollowware Promo- 
tion, Sept:160 f 

‘Dimes Are Dynamite’ During 
This Jeweler’s Silverware Pro- 
motion. Oct:170 

Brand Names Prominently Fea- 
tured in Sterling Flatware 
Display. Oct:190 

Table Top Fashions Featured by 
Texas Jeweler Throughout the 
Year. Nov:152 

Avoid a Post-Christmas Depres- 
sion, Promote Table Top 
Fashions for New Year’s Fes- 
tivities. Nov:156 

Silver Flatware and Hollowware 
Appeal to All Gift-Minded 
Buyers. Nov:158 

Wedding Memento—Silver Cake 
Knife. Dec :83 


STAINLESS 
(See also ‘‘Advertising’’—“ Dis- 
play’? — “Merchandising and 


Promotion’’) 
Sterling, Silverplate or Stainless. 


pr:199 
Stainless on Fifth Avenue... 
May :128 
Stainless Flatware As a “‘Second 
Set’. July :122 
Exhibition of a Stainless Design. 


ov :168 
How to Sell Stainless Steel. 
Nov:171 


alin 


TARIFF 


Tariff Commission Hears Pro 
and Con Testimony on Swiss 
Watch Imports. Mar:165 

Presidential Decision on Watch 
Tariff Awaited. July :172 

President’s Decisions on Watch 
Imports Awaited. Aug :260 

President’s Watch Action Draws 
Quick Reactions from Oppos- 
ing Groups. Sept:196 

President Refuses Tariff Hike 
on Handblown Glassware. 
Oct :206 


TAXES 


Speculations on Revenue Changes 
Rise as Congress Scans Pro- 
posals. Jan:140 

NJA Voices Disapproval of 
Statement by ARF on Federal 
Sales Tax. Jan:144 

Congressional Leaders Consider 
Excise Cuts in Mapping Tax 
Strategy. Feb :183 

Jewelers’ Tax Committee Steps 
Up Excise Fight. Mar:178 

The Big “If’—Tax Charts. 
Apr :109 

Jewelry Store Merchandise Sub- 
ject to Excise Tax. Apr:112 

Quick Senate Action Expected 
on Bill to Cut Jewelry Excise 
Tax. Apr:204 

Tax Experts Predict $250 Mil- 
lion Rise in Jewelry Sales as 
+ a of Excise Cut. May: 


Dreifus Succeeds Paul as Chair- 
man of Jewelry Industry Tax 
Committee: June :132 

Tri-State Convention Votes $1,- 
Te to Tax Committee. June: 


Federal Excise Taxes . . . Their 
Effect on Your Business. 
July :100 

Jewelers Have One Month to 
File Claims for Tax Refunds 
on Floor Stock. July :165 

Imposition of New Excise Pay- 
— Form Is Delayed. July: 
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Proposed Bill Would Grant Tax 
Savings for Self-Employed. 
Nov:189 

Tax Relief for You and Your 
Business. Dec:58 

Tri-State Jewelers Map Inten- 
sive Fund Drive for Jewelry 
Tax Committee. Dec:119 

Charm Containing Playing Cards 
is ‘Jewelry’ for Tax Purposes. 
Dec :141 


TECHNICAL 


(See also ‘‘Gemology’—‘“Horo- 
logy”) 

Geology for the Jeweler, Jan:97; 
Feb:97; Mar:86; June:65; 
July :98; Aug:112; Sept:100 

Workshop Questions and An- 
swers. Jan:166; Feb.216; 
Mar :198; Apr:238; May :190; 
June :161; July :200; Aug:292; 
Sept :222; Oct:238; Nov:214; 
Dec :148 

How to Use a Loupe Correctly. 
Jan:170 

Jewelry Making for Tradesmen 
and Craftsmen. Feb:212; Mar: 
194; Apr:234; May:186 June: 
158: July:194; Aug:288; 
Sept :218; Oct:234; Nov:210; 
Dec :144 

Introducing Greened Amethyst. 
Apr :113 

The Present Status of Diamond 
— Treatments. May: 

6 


Interesting and Practical Manual 
on Electroplating for the En- 
gineer. May:115 

Watch Repair Manual. June:96 

How to Service the New Mido 
Powerwind. June :156 

Cape Cod Jeweler Experiments 
with Watches Dropped in Salt 
Water. Sept:128 

Temperature, Pressure and 
Waterproof Watches: Sept: 
130 


Color As a Guide to Gemstones. 
Oct :136; Nov:72; Dec:62 
The Importance of Frequency 
Standard in Watch Repairing. 

Nov :123 


_-W- 


WATCHBANDS 


Using the Repair Department As 
a Springboard for Increasing 
Watch Attachment Sales. 
Sept :132 

Dramatic Display and Vivid 
Sign Promotes Watch Bands 
and Repairs. Oct:158 

Proposed Watchband Rules Are 
Considered at Hearing. Nov: 
195 


Displays Old Watchbands to 
Sell the Latest Models. Dee: 
85 





WATCHES 


(See also ‘‘Fashion’—‘Horol- 
ogy” — “Merchandising and 
Promotion” —“Technical”) 

Unusual Ad Demonstrates How 
Jeweler Backs His Watch 
Sales. Jan:137 

Store Guarantee Supports Watch 
Sales. Jan :139 

Workshop Questions and An- 
swers. Jan:166; Feb:216; 
Mar:198; <Apr:238; May: 
190; June:161; July:200; 
Aug :292; Sept:222; Oct :238; 
Nov:214; Dee:148 

The Customer Asks About 
Watches. Feb:142 

Ideas to Make the Service De- 
partment More Profitable. 


A Check List for Watch Own- 


ers Given in Newspaper Ad. 
Feb:177 

Hamilton Executives ‘Test Run’ 
Pilot Models ot Electric Wrist 
Watches. Feb :189 

Diverse Views Offered on Cut- 
Price Watch Sales. Mar:165 

Tariff Commission Hears Pro 
and Con Testimony on Swiss 
Watch Imports. Mar:165 

A Jeweler’s Experiment Proves 
Watch Customers Are “Brand- 
Conscious.’’ Apr :164 

Prices on Entire Elgin Watch 
Line Cut 20% for Spring Pro- 
motion, Apr :204 

New Women’s ‘Waterproof’ In- 
troduced by Benrus. Apr:218 

The Jeweler Speaks Out on 
Trade Diversion. May :66 

Special Graduation Campaigns 
Step Up Watch Sales. May :94 

Jewelers Increase Watch Sales 
With “Special” Salesman. 
May :144 

The ‘Best’? Way in Selling 
Watches Places Emphasis on 
Service Policy. June:62 

How a Pocket Watch Becomes 
a Clock. June :76 

Watch Repair Manual. June:96 

How to Service the new Mido 
Powerwind. June:156 

Presidential Decision on Watch 
Tariff Awaited. July :172 

“Old Watch Contest’? During 
Rodeo Spurs Watch Sales at 
Arizona Store. Aug :248 

Public Seeing Watchmakers at 
Work Is Good Advertisement 
for Store. Aug :249 

President’s Decision of Watch 
Imports Awaited. Aug :260 

Swiss Watchmakers Reveal New 
Models at Basel Fair. Aug: 


261 

Adjust Your Repair Department 
to Watch Inspection Time. 
Sept :122 

A Program Is Needed to Edu- 
cate Customers on Watches 
and Repairs. Sept :126 

Cape Cod Jeweler Experiments 
with Watches Dropped in Salt 
Water. Sept:128 

Temperature, Pressure and 
Waterproof Watches. Sept: 
130 

President’s Watch Action Draw 
Quick Reactions from Oppos- 
ing Groups. Sept :196 

Swiss Pledge Continued Support 
of U.S. Jewelers. Oct:205 

Swiss Announce Judge’s Names 
For ‘Watch Inspection’ Con- 
test. Oct:217 

Swiss Watchmakers Hit at U.S. 
Tariff Increase. Oct:231 

An Open Letter on ‘Watch 
Sales.’ Nov:116 

Sends Novel Watch Form to 
Customer. Nov:121 

Gets Widespread Publicity by 
Exhibiting Customers’ Old 
Watches. Nov:121 

Elgin Exhibits Eleven Futuristic 
Watches. Nov: 194 

More Than 600 Jewelers Enter 
Watch Inspection Time Con- 
est: Nov:204 


WINDOW DISPLAY 


(See also ‘‘Display’’—“*Merchan- 
dising and Promotion” — 
“Modernization’’) 

Plan for More in ’54. Jan:66 

Plan a Display Campaign for 
754 to Capitalize on Special 
Events. Jan:88 

Valentine Gift Ideas Offered in 
Windows. Jan:94 

Ceramic Miniatures Figure Well 
in Displays and Sales. Jan: 


128 

National Advertising Can _ be 
Localized in Your Window 
Displays. Feb:88 

‘A Different Woman After Five.’ 
Feb :92 

Merchandising Brand Name 
Products. Feb:102 

Display Creates Community In- 
terest in School Graduates’ 
Silverware Patterns. Feb:160 

Jewelers’ Window Displays Say 
Easter is Gift and Dress-Up 
Time. Mar :92 

Window Displays Utilize Four- 
Color Birthstone Pages. Mar: 
96 





Displays Exploit Public’s Inter- 
est in Gem Specimens. Mar: 


97 

Let Your Window Displays Pro- 
claim the Coming of Spring- 
time! Mar :98 

A Store Needs Night-Time Sales 
Appeal. Mar:110 

A Pre-Easter Window Display 
Dramatizes Fashion. Mar :121 

Display Capitalizes on Brand 
Names. Mar:122 

‘Candid Snapshots of Opera 
Singers Used in Window Dis- 
plays.’ Mar:127 

Easter Gifts for Adults and 
Tots. Mar:139 

Proper Display Fixtures Insure 
Maximum Use of Limited 
Space. Apr :98 

Displaying Fashion Jewelry. 
Apr :142 

Silver in the Window. Apr:176 

Remember Father’s Day and 
Graduation in Your June Win- 
dow Displays. May:74 

Pearl Window Display Traces 
Growth of Pearl in the Sea. 
May :143 

Using Borrowed “Props” from 
Other Merchants. June:72 

Store Exterior Show Case Fea- 
tures Costume Jewelry. June: 
92 

The Jeweler’s Box Can Be Mer- 
chandised in Window Displays. 
June:110 

It’s Baseball and Jewelry Time! 
June :120 

Summer Selling Themes for 
Your Display Windows. July: 
92 


Jeweler’s Window Ties-in with 
“Chemical Progress Week.” 
July :106 

Jewelers Participate in an Un- 
usual ‘“‘Misplaced Item” Con- 
test. July :148 

Display Diamonds the Year 
Round. Aug :106 

Home Towns of Servicemen 
Customers Are Theme _ for 
Diamond Promotion. Aug: 
140 

The Men’s Jewelry Story Can 
Be Told in Window Displays. 
Aug:170 

For Men’s Jewelry . . . There’s 
No Business Without “Show” 
Business. Aug :176 

A China Window Comes “Alive” 
... Aug:216 

Additional Window Space Gained 
by Building Extra Window 
Floor. Aug:248 

Use Your Display Windows to 
Focus Interest on Your Re- 
pair Department. Sept:116 

Turn the Christmas Tide of 
Shoppers Toward Jewelry with 
Window Displays That Sell. 
Oct :28 

Check Your Window Wardrobe 
before the Shopping Parade 
Begins. Oct:100 i 

Christmas Comes But Once a 
Year, Do Your Display Shop- 
ping Early. Oct:106 

Windows Can Stop the Holiday 
Parade! Oct:118 

Brand Names Prominently Fea- 
tured in Sterling Flatware 
Display. Oct:190 

In Your Window Displays, Lest 
They Forget . . . Christmas 
Gifts for ‘Him.’ Nov:128 

Avoid a Post-Christmas Depres- 
sion, Promote Table Top 
Fashions for New Year’s Fes- 
tivities. Nov:156 

Silver Flatware and Hollowware 
Appeal to All Gift-Minded 
Buyers. Nov:158 

Continental Decor Lends Atmos- 
phere to Displays of Imported 
Tableware Lines. Nov:160 

Children’s Items for Christmas. 
Nov:172 

Display Features Unusual 
Clocks. Dec:79 

Wedding Memento—Silver Cake 
Knife. Dec:83 

Displays Old Merchandise to 
Sell the Latest Models. Dec: 
85 

Display Ideas for China and 
Glass. Dec :96 
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The local jeweler’s personality . 


A. When a local group holds a fashion show to raise funds, you can promote the event in a window display, as shown above. 





Projected in His Window Displays 


I, most communities, the jeweler holds an 
enviable position of prestige in comparison with other 
merchants. Because he is consulted on so many im- 
portant family occasions—engagements, weddings, gradu- 
ations, confirmations, anniversaries— he is frequently 
given the rank of an old family friend. His integrity 
must be unquestioned if he is to continue selling costly 
diamonds, watches and other precious jewelry. In 
these days of keen competition among all types of ven- 
dors of jewelry store merchandise, this position is the 
jeweler’s one trump card. He must strengthen and guard 
it with every bit of ingenuity he can muster. One way 
he can do this is to make his presence felt in every 
possible community interest and effort. He must be a 
friend to the community as well as to his individual 
customers. 

The jeweler’s window display can be one of the most 
effective means of achieving this position. Your windows 
can really work for you and for the community when 
you open them to displays which will publicize current 
local events. charity drives and programs of public in- 
terest. This does not mean that you must sacrifice the 
display and promotion of your own merchandise. On 
the contrary, it means that you bring added interest to 
your merchandise displays by tying them up with timely 
town interests. It is surprising how frequently a tie up 
with your own merchandising program can be devised. 
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by VIRGINIA DIXON 


Is the local P.T.A. putting on a fashion show to raise 
funds for scholarships or sports equipment? You may 
want to offer to supply the jewelry accessories for the 
models. Whether you do this or not, this is surely a 
“natural” tieup for a fashion jewelry window. If the 
fashion show has any particular theme, try to carry this 
out in your display. If possible, get the cooperation of 
the other participants in the fashion show for fashion 
hints and suggestions on fabrics and styles to be em- 
phasized. 


PROMOTE LOCAL GARDEN CLUB 


What about the local garden club? They usually 
have at least one flower show a year. Why not offer 
them a publicity preview showing in your window with 
arrangements by the garden club ladies in your own 
silver and pottery containers. This might include a 
table setting as well individual floral arrangements. A 
poster would advertise time and place for the flower 
show. The club will appreciate the publicity and you 
will have an attractive display featuring your own mer- 
chandise. You might also strengthen your popularity 
with the club by offering a prize for a special class of 
arrangements in silver containers. The garden club 
group is an excellent one to gain favor with, as it 
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IDEA booklets FREE to help you 


inerease your diamond 


FOR JANUARY, 1955 


sales and profits 


Ideas for Diamond Gift Selling 


... outlines your market... your prospects 
... your best sales approaches 


This is a practical, ‘‘how-to-sell” booklet. 

Written by Gladys Babson Hannaford, noted lecturer and 
authority on diamonds, it points up the big 

opportunities for sales of bigger 
diamonds . . . for anniversaries, days of 
birth, and other gift occasions. 





Ideas for turning inquiries 
into Sal@s.... tocts about diamonds 


and successful diamond selling 


An informative sales manual. It helps your salespeople 
formulate plans of salesmanship for themselves. Discusses 
why people buy diamonds, outlines questions customers have 
in mind when they come in to buy, and presents interesting 
information that makes it easier to talk about, and sell, 
diamonds. Useful diamond-selling charts included. ) 


———— 


De Beers Consolidated Mines, Ltd. 





Send for free copies for your sales staff 


Diamond Promotion Dept., THE REUBEN H. DONNELLEY CORP., 305 E. 45th St., New York 17, N. Y. 


Gentlemen: Please send me <7 copies of ‘Bigger Sales of Bigger Diamonds” _ __copies of “More Dollars from Diamonds” 


Name = 








Address___ 





















usually comprises most of the town’s leading hostesses— 
women with money to spend on themselves and their 
homes. 

If your community is like most others, there are a 
constant succession of charity and fund raising cam- 
paigns being put on. You will probably not find it 
possible to support them all, but choose with care several 
such campaigns during the year and give them whole 
hearted support. You may find it a good idea occasion- 
ally to devote a non-merchandising window to an espe- 
cially worthy cause for a few days, but more often than 
not, you can combine your charity promotion with your 
merchandising promotion. One way to do this is to offer 
to contribute a percentage of your sales for a particular 
day or week to the fund. This contribution can be con- 


C. This is a suggested display for a fund 
raising promotion for a new hospital or a 
school. Events of this nature provide the 
local jeweler with an excellent opportunity 
to demonstrate his interest in community. 


B. The annual flower show of the local garden club can be promoted as in this suggested display. 





sidered a part of your customary advertising expendi- 
ture. You will make new friends for the store who will 
remember you in the future when they have jewelry 
purchases to make. 

Take advantage of every local event of public interest. 
Conventions that come to town . . . . commemorative 
historical observances . . . . outstanding musical and 
theatrical events and art exhibits. You will be the best 
judge of what events will be of the greatest interest 
in your particular community, but you should find ample 
material for interesting display. And be sure that you 
do make them interesting! Just putting a poster in the 
background of your customary merchandise display is 
not going to be very impressive from anybody’s point 

(Please turn to page 105) 
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This is the 100% completely polished diamond 
— with the plus feature at no extra cost. 

It enables you to sell a better diamond at 
greater profit. 
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BAUNMGOL 


HEART-SHAPES 
IN QUANTITY 


Be first in your community to have this exquisite new diamond 
shape acclaimed by fashion experts. It’s another 

elry Baumgold innovation that helps make 
you first in diamonds in 

‘est. your community. 
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JAGERSFONTEIN 
COLLECTION 


Jager ‘Blue’ means finest in diamond color. Only Baumgold Bros. 
can bring you this world-famous synonym for diamond 

beauty. You gain in prestige when 

you advertise and sell Jager 

‘Blue’ diamonds. 


AUMGOLD BROS., always first in diamonds, 
brings you the advantage of buying from the largest 
selection at a lower price. Simultaneously Baumgold’s brings 
you sales and merchandise aids that help you exploit 
the innovations which Baumgold technology has achieved. Call 
any Baumgold office and ask for sales and merchandise 
aids on Circle of Light, Jagersfontein and Heartshape diamonds. 





BAUMGOLD BROS., Inc. 


62 WEST 47th STREET, NEW YORK 36, NEW YORK 
NEW YORK © CHICAGO @ LOS ANGELES © DALLAS e TORONTO e MONTREAL « VANCOUVER o LONDON 
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PROMOTION 


1955 Calendar of Promotion Events 


Lines are literally hundreds of events throughout the 
year that offer the retail jeweler an opportunity for a promotion tie-in 
with his store. Some of these are nationally observed; some are of only 


local importance. 


The following handy calendar lists month-by-month the special days, 
weeks, and events for 1955. Some of these are directly, some indirectly, 
applicable to the promotion of jewelry merchandise. Their value to the 


jeweler depends upon his ingenuity in applying them to his advertising 


and displays. 


JANUARY 


New Year's Day 

March of Dimes 

World Religion Day 
Printing Education Week 
National Thrift Week 
Robert E. Lee's Birthday 


FEBRUARY 


American Heart Month 
National Freedom Day 
Ground Hog Day 

Boy Scout Week 

Lincoln's Birthday 
Americanism Week 
National Defense Week 
Valentine's Day 

National Advertising Week 
Brotherhood Week 

Mardi Gras (Shrove Tuesday) 
Washington's Birthday 

Ash Wednesday 

World Day of Prayer 


MARCH 


American Red Cross Fund Drive 
Nationally Advertised Brands Week 
Presidents’ Day 

National 4-H Club 

Girl Scout Week 

Camp Fire Girls Birthday Week 

St. Patrick's Day 

First Day of Spring 

Natonal Laugh Week 

Mother-In-Law Day 


APRIL 
April Fool's Day 


| - 7 National Conservation Week 
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Palm Sunday 


6 Army Day 

7 -14 Passover 

8 Good Friday 

10 Easter Sunday 

14 Brand Names Day 

24-30 National Photography Week 
24-30 National Secretaries Week 


MAY 


National Sports Festival 
May Day 

National Baby Week 
National Family Week 
Mother's Day 

Let's Go Fishing 
Armed Forces Day 
Poppy Day 

Memorial Day 


JUNE 


American Fresh-Water Pearl Month 
Jefferson Davis’ Birthday 

Son's Day 

Expectant Father's Day 

Let's Play Golf 

National Flag Week 

Flag Day 

Father's Day 

First Day of Summer 


JULY 


4 Independence Day 

8 -22 National Iced Tea Time 

15 — St. Swithin's Day 

24 Pioneer Day 

24-30 National Farm Safety Week 
25-31 National Inventors Week 


AUGUST 
2 - 8 National Relaxation Week 


7 Friendship Day 
14 V-J Day 
19. National Aviation Day 


SEPTEMBER 


5 Labor Day 

17 Citizenship Day 

17 Constitution Day 

18-25 National Sunday School Week 
19-26 National Home Week 

24 Kids' Day 

26 Yom Kippur 


OCTOBER 


2 - 8 Letter Writing Week 
8 -15 National Wine Week 
9 Grandparents Day 

9 -15 Fire Prevention Week 
12. Columbus Day 

15 = Poetry Day 

16-24 United Nations Week 
17-23 National Bible Week 
27. ~=Navy Day 

31 Hallowe'en 


NOVEMBER 


| National Authors’ Day 

6 -12 Optimist Week (tentative) 

7 -13 National Radio and TV Week 
8 Election Day 

II Veterans’ Day 

24 Thanksgiving Day 

28-Dec. 3 National Prosperity Week 


DECEMBER 


| -24 Pre-Christmas Promotions 
15 Bill of Rights Day 

25 Christmas Day 

31 New Year's Eve 
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In this Valentine window by Henry Birks & Sons, Canada, 
suspended red satin hearts were connected by a strand 
of gold braid. On turquoise blue velvet holders, Birks 
showed pins and necklaces—"For Her Heart's Delight." 








Valentine's Day 
Is February 14th 














White netting formed an attractive large open heart to sig- 
nify Valentine's Day in this window at Stowell's of Boston. 
To this heart frame were attached paper hearts and flowers. 
Amethyst jewelry, the birthstone of February, was featured. 


Silhouette figures pose before portrait frame of red with a 
white net edging to lend a romantic air to this display by 
Smith Patterson's, Boston. On bright red display deck cover- 
ings were displayed a wide selection of watches and clocks. 


Traditional hearts and old fashioned Valentine card provided 
background for gift suggestions in this window created by S. 
Jacobs, Minneapolis, Minn. The copy banner under the cen- 
ter display read, “Her Valentine's Wish—A Jacobs’ Diamond." 
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Selected and Serviced hy Leading Wholesalers 


CRUCIFIXES 


“IN STYLE” with PITMAN § & , KEELER 


This set of generous size links and matching tie bar in 
Sterling Silver is typical of the fresh —_ leadership 
shown in the Pitman & Keeler line. Sells for $16.75 
Keystone. Order now from your wholesaler. 


PITMAN & KEELER INC., ATTLEBORO, MASS. 


1495-1496-1497 


Crucifix and chain in gleaming 1/20—1I2K yellow and white 
gold filled, with delicate inlaid mother-of-pearl. Retail $7.00 ea. 


H. F. BARROWS CO. 
NORTH ATTLEBORO, MASS. 
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AN AUTOMADE cHAIN FoR EVERY PURPOSE 
LY), Available in ( > 


A shining example 
of the artistry of 


wera Sterling Silver = scales deslentin ts = 
_~ 4 _. 1/20-12K Gold Filled LS en te en onath ie 
- é ; . ‘ ’ _- 
4 ee pay 14K 18K modern design of a 


this La Mode set — 
Finished in gleam- 
ing yellow gold 
plate, sets like this 
retail for $5.50. 
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AUTOMATIC CHAIN CO. © PROVIDENCE, R. |. 





RIPLEY & GOWEN CO., INC. — Attleboro, Massachusetts 
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ANOTHER 1&R ORIGINAL! 


GOLD PLATED —BLUE ENAMEL 
TIE BAR AND LINKS 


ularly priced, this new 
1 & R Alligator Grip Tie 
Bar and Cuff Link Set 
is available with a choice 


Smartly styled and pop- | 
| 


of 15 different emblems. 
Attractively gift boxed. 
TIE BAR $3.50 
LINKS 5.00 
SET 8.50 
Prices Keystone Each. 


CROSSES by Sterling and G.F., ornamented, 


crucifix, stone-set, enameled. Var- 


ious color combinations. Sizes 2” 

mp to 2”. Jeweler buying has made this 

ee a line one of the biggest sold through 
wholesalers. 


CHEEVER, TWEEDY & CO., INC., North Attleboro, Mass. 


IRONS & RUSSELL COMPANY 
) PROVIDENCE, RHODE ISLAND 
Emblems Since 1861 through 
your wholesaler 
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Color as a Guide to Gemstones 






Apart from contributing to a stone’s value, color is of profound importance 
to the gem expert. For, the real gemologist can often identify a stone by its 
color alone, or at worst, he can usually propose one or two alternatives. 


Part IV 


(36) Occasionally one will encounter a person who 
knows that not all diamonds are white, and the most 
likely color that he will have heard of is a “canary” 
diamond. The canary color is a rich yellow and makes 
a most attractive stone with its slight touch of orange. 
Yellow and golden diamonds are fairly common, how- 
ever, ranging from the light yellow tint of light capes, 
down to the goldens and browns. It is a pity that so 
many yellow diamonds have been dubbed “off-color” for 
even the pale ones are quite attractive when they are 
mounted in a manner which emphasizes the yellowness 
of the stones. Being quite common, light capes and capes 
are less expensive than the whites. 

In recent years it has proved possible to tint diamonds 
—by cyclotron and other bombardments—in all shades 
of gold and yellow, and some of the methods do not 
leave the telltale light star pattern around the culet. It 
is not always possible, at present, to be certain whether 
or not a stone has been treated, so the jeweler must now 
consider any yellow or golden diamond on its merits, 
disregarding the natural or induced origin of the color. 
There should be no great premium on canary and golden 
stones; but, on the other hand, it shouldn’t make too 
much difference either. Canaries never have been as 
expensive as their rarity justified, because of the greater 
demand for fine whites. Treated stones will not be very 
much cheaper, since all gem diamonds are fairly ex- 
pensive. 


by DR. FREDERICK H. POUGH, 
JC-K Gem Consultant 


(37) Occasionally one will see a fine golden zircon, 
its color more gold than yellow, but it should present 
little identification difficulty. It might resemble a fine 
sphene, but this stone is too rare to often be confused 
with zircon, and its dichroism is strong. (Zircons of this 
hue have almost none.) Diamonds are singly refracting. 
Tintania is much heavier, when a gravity test is possible. 
The ultraviolet light may help; many zircons fluoresce 
orange. As with any zircon, if it has been worn very 
long, one is certain to see small nicks and blemishes on 
the surface that show it is not a diamond. 


(38) After red and blue, a rich golden yellow is the 
commonest sapphire color. They vary from very pale 
washed out stones to rich deep golden color. They can 
be identified by their refractive index, for there is no 
similar stone with an index near sapphire which comes 
in this color. The jeweler who might consider the pur- 
chase of such a stone would do well to keep it in mind 
that the effect of x-rays on corundum is to color them 
golden brown. It would be best to keep the stone for a 
day, exposed to light, to make sure that it does not fade, 
as x-rayed stones soon will, on exposure to sunlight or 
daylight. An excessively deep amber color imparted by 
x-rays does not completely fade out with light alone, 

(Please turn to page 104) 





TABLE IV—YELLOW AND GOLDEN STONES 


NAME REFR. INDEX HARDNESS 
DIAMOND 2.41 10 
Zircon 1.95 71, 
SAPPHIRE aT 9 
CHRYSOBERYL 1.75 81, 
Spodumene 1.67 7 
Tourmaline 1.63 714 
TOPAZ 1.62 8 
Beryl 1.57 8 
QUARTZ (TOPAZ) 1.55 7 
AMBER 1.54 214 
Opal (Fire) 1.45 514-6 
Synthetics and imitations 
Titania 2.78 7 





REFRACTION SPECIFIC GRAVITY NOTE 
single 3.52 36. 
double 4.69 Sie 
double 3.99 38. 
double 3.71 39. 
double 3.18 40. 
double 3.05 41. 
double 3.63 42. 
double 2.68 43. 
double 2.65 44. 
single 1.08 45. 
single 2.00 46. 
double 4.25 47. 


double 









THE JEWELERS’ CIRCULAR-KEYSTONE 





Winner of “Diamonds, U. S. A.” Award for outstanding achievement in Jewelry design. 
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... for those who desire the finest. 
Each piece a masterpiece of the jeweler’s art. 
Available on consignment for your 
special requirements. 


Please specify price range desired. 


Raymond Abrahams 


551 Fifth Avenue, New York, 17, N. Y. 


Phones: VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-25. 
FOR JANUARY, 1955 














Coming Next Month... 
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AN EXPOSITION OF 
1955 SALES AIDS 


I. February, JC-K will present its second 
annual exposition of manufacturers’ sales aids to help 
you, the retail jeweler, move more merchandise quickly 
and profitably. This elaborate and comprehensive expo- 
sition will again bring to your attention new window and 
counter display material, ad mats, promotional tie-in 
ideas, sales training materials, and all the other ingre- 
dients that go into making a complete merchandising 
program. 

Last year, in the February, 1953 issue, 63 manufac- 
turers presented their newest promotional aids to show 
jewelers the many thousands-of-dollars worth of sales 
helps they have available for their dealers. Because this 
compact exposition met with the approval of so many 
jewelers, JC-K will repeat this section in next month’s 
issue. 

Manufacturers spend considerable sums on (1) na- 
tional advertising to create business locally throughout 
the country. Since the retailer’s primary line of sales 
offense is his windows, the ‘small and the large manu- 
facturer invest big money in (2) dealer displays because 
they know the value, to themselves and their retailers, 
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in having their merchandise properly presented at the 
point of sale. 

Supplementing this is (3) manufacturer-prepared ad 
mats, created by skilled artists and copywriters. In ad- 
dition, (4) manufacturers’ consumer literature—dis- 
tributed by retailers—plays its supporting role in help- 
ing jewelers move more merchandise. And, of course, 
(5) good packaging is paradoxically at once an essential 
start and also a valuable follow-through for the manufac- 
turer’s over-all merchandising program. 

True, manufacturers invest large sums of money for 
these sales aids. They do this because as every jeweler 
knows nothing is really sold until it passes over the re 
tail counter. Thus, their investment in sales aid is essen- 
tially insurance for the ultimate success of their products. 
And retailers who avail themselves of these aids are 
“moving merchandise with manufacturers’ money.” 

So, don’t miss the great exposition of manufacturer 
sales aids which will be presented in the February issue. 
The jeweler who uses them is the one who gets the big- 
gest share of the business created locally by manufactur- 
ers’ national advertising. 
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Fashion Fabrics 


by WINIFRED PARKER, 
JC-K Fashion Consultant 
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A topaz bow from a beau expresses Valentine senti- 
ment. Created by Nadja Buckley in 14K gold, bow 
is shiningly bespattered with genuine rubies and 
sapphires. Matching earrings are also available. 





Diamonds in the grand manner are expressed in this necklace 
created by Raymond Abrahams. A proud Valentine indeed! 





Three-inch square compact by Volupte in silver 
colored mesh shining with gold colored heart is 
an attractive Valentine gift. $2.50, Keystone. 





. Magnificently hand-wrought snuff and pill boxes << 

itn esnips ing from the 8th century to the present day. Eac 
ae oa ~*. is artistically conceived in 18K gold and is studded 
with precious and semi-precious stones. These items 

are from the collection of Charles Walker, New York. 


Heart pin by Imperial Pearl Syndicate makes 
glamorous Valentine gift. Comes in 14K gold 
set with cultured pearls and genuine rubies. 
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S| Highlighted with Gold for Spring i 


| a jeweler has a large business 
or a small business the same fashion trends are available 
for his use. There is no favoritism, no secrecy, no re- 
striction and no limitation involved in the use of fashion 
as a powerful selling force. The extent to which any 
jeweler can profit by fashion selling depends only upon 
his own initiative and imagination. 

The jeweler with a small business must, of course, 
keep his fashion program simple, since he will be doing 
most of the work himself. However, simplicity usually 
carries the strongest message! Let’s consider one of the 





Diamonds and cultured pearls and palladium 
form this beautiful bracelet created by Jack 
Gutschneider. It is priced at $750 Keystone. 


Classic, 








Hand-engraved, sterling silver plaque design 
in men's jewelry by Jacques Kreisler. Comes 
in a handsome gift box, retailing for $8.95. 


FOR JANUARY, 1955 


large square cuff links with a 
matching tie holder by Krementz comes in 
14K gold overlay for long years of wear. 














most important phases of fashion in relation to jewelry 
and see how it can be used in a practical way by a small 
retail jeweler. 

Fabrics are the foundation of a new fashion story each 
season. They are the material out of which new clothes 
are fashioned, the background against which all new jew- 
elry will be worn. Jewelers have a constant need for 
fresh and attractive backgrounds for displaying their 
jewelry. Why, oh, why, not use the fabrics that will 
actually be made into clothes and with which jewelry 

(Please turn to page 86) 





Tie slide and cuff links by Charmcraft are hand 
engine turned, available in either gold-filled 
or rhodium finished sterling silver. The links 
are $8.00; tie slide is $5.50. Keystone prices. 





Cultured pearl “tie tacks” 
by Anson are a smart, new 
fashion for men. Each is 
priced at $3.50, retail. 























































Fashion Fabrics .. . 


(From page 85) 





will actually be worn! 
We suggest a selling promotion for Valentine’s Day 
showing luxurious fabrics for Spring, 1955, highlighted 


with karat gold jewelry—a bright and colorful combina- 
tion that will tell a smartly coordinated fashion story. 
It will cost only a few yards of fabric—or you may bor- f 


row from a fabric store in exchange for credit mention. 
Plan to show lots of jewelry merchandise! 

Fabrics can be spread in lony runners, like rivers 
of color, and against which a large amount of jewelry, This sterling silver compact by J. Blackinton Co, 
compacts, and Valentine mementos can be shown; also Ae Le SN. ee 
“Escort” accessory jewelry (men’s tie-bars, cuff links, 
etc.). Fabrics also can be hung in long, soft folds as 
a wall or window backdrop, with the jewelry clasped to 
it; or if you want to be more elaborate, a maypole of 
rainbow-colored fabrics will make an intriguing display, 
starting from ceiling center and entwined in sweeping 
curves and anchored with thumbtacks to the floor. A 
fan, placed out of sight, can be used to give the fabrics 
delicate motion. Pieces of satin or rich brocade can be 
thumbtacked or glued to several counter display pieces 
and scattered in color splashes across top of one counter 
and these can be used at the point of sale. (The possi- 
bilities are infinite!) Fabrics should be chosen for 
beauty of color, texture, and background suitability. 


FABRIC FASHIONS FOR SPRING 


Lightweight materials are making the most news in 
spring fashions. Tweeds and other wool mixtures are so 
light and finely woven they are termed, “whisper- 






















weights.” Linens, cottons, silk taffetas, silk shantung, silk k 
surah and silk crepe also come in newly thin versions. te 
Softness in fabrics is another important style trend \ 
which has been partly influenced by the easier silhouette wh 
in fashion. Even fabrics which usually are thought of as For Valentine's Day and yeer-reund romance . 
/ 5 is this heart and key bracelet in 14K gold 
(Please turn to page 102) by Jerome Richheimer. It is $156, Keystone. y 
7 
d 
n 
n 
t 
I 
G 
i 
Heart motifs by Forstner Chain 
Corp. feature a variety of ten- 
der messages. In_ sterling sil- 
ver, about $7.25; gold-filled, 
$8.50. Both prices are retail. 
Money clips, featuring St. Joseph of Copertino Fly- 
ing Medallions, are by Airborne Medallion Co. Prices 
vary according to size. Circular design in sterling 
silver, dime size, $10.95; quarter size, $12.95. The 
straight design, dime size, $7.50; quarter size, $10. 
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PUT THIS AD ON 
YOUR BULLETIN BOARD 


There is 
someone 
in your firm 
who should 


see this ad! 


Train to be a Skilled Diamond Man 


You pay as you learn... You study at home 


How bright is your future in the jewelry industry? Do cus- 
tomers turn to you as an established authority on diamonds? 
When they do, your future is unlimited—increased earnings, 
new prestige, greater security—these life-long assets are 
yours. 

To place these goals within your reach, the G.I.A. intro- 
duces for the first time a new home-study course on dia- 
monds. Not only do you learn how to grade by new efficient 
methods for make, imperfections, and color—but also how 
to interpret this grading in terms of what your costs should 
be. The new G.I.A. system is so practical for buying and 
appraising that progressive jewelers everywhere are adopt- 
ing it. 





Gemological Institute 


OF AMERICA 


541 South Alexandria Avenue, Los Angeles 5, California 


5 East 47th Street, New York 17, N.Y. 


FOR JANUARY, 1955 


HOW MUCH DOES IT COST? 
Tuition: To enroll for the complete Diamond Training Pro- 
gram requires an initial payment of only $18.75. The bal- 
ance is payable at $10.00 a month—entire cost $248.00 
(cash payment even less). 
PAY FOR THE COURSE 

WITH JUST FOUR SALES 
Using national figures, the entire cost of your Diamond 
Training is less than the gross profit from just 3.9 average 
diamond sales . . . and diamond sales are easier, larger and 
more frequent for the skilled diamond man. 


Throughout the world, thousands of jewelers are studying 
G.I.A. courses. They will be the experts of tomorrow, buying 
and selling diamonds with success and authority. Take steps 
to join their ranks by mailing the attached coupon today. 


Serving the Jewelry Industry since 1931 





GEMOLOGICAL INSTITUTE OF AMERICA 
541 S. Alexandria Ave., Los Angeles 5, Calif. 


Please send information on your new Diamond Training Pro- 
gram. No sales representative will call. 
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/ Jewelers Vigilance Committee is con- 
cluding one of its busiest years and looking forward 
to another twelve months of service to every segment of 
the jewelry trade with emphasis on maintaining public 
confidence in our industry. 

Now is a good time to describe a few highlights of 
1954 and to look ahead to 1955. Perhaps our most im- 
portant accomplishment was distribution of “A Guide 
to Markings and Descriptions Used in the Jewelry 
Trade.” This booklet, sent as a service, without charge, 
to our many contributors throughout the country, con- 
tains definitions and explanations of jewelry terms, 
copies of Commercial Standards and Trade Practice 
Rules which affect jewelry. We are planning to issue 
supplements and amendments from time to time. 

The JVC Guide has been well-received by the trade. An- 
other important activity of JVC is to aid the industry and 
the Federal Trade Commission in the sponsorship and es- 
tablishment of Trade Practice Rules which help to main- 
tain fair competition. This past year we have partici- 
pated in hearings looking toward the establishment of 
rules for the diamond, costume jewelry and watch brace- 
let industries. 


OPPOSED TO FALSE ADVERTISING 


JVC on behalf of the industry has always opposed 
false and misleading advertising. In 1954, as the result 
of the development of keener competition, there was an 
increase in merchandising and selling practices in the 
trade which are open to question. ; 

One of the most flagrant schemes was the something- 
for-nothing diamond contests some of which are really 
not contests at all. Parade magazine, issued as a supple- 
ment to many large Sunday newspapers, ran an article 
about them under the heading: “Beware the ‘Count the 
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PUBLIC CONFIDENCE 


—and the activities of the 





Jewelers Vigilance Committee 


by G. H. NIEMEYER, Chairman 


Diamonds’ Contest.” In November, two officials of a 
Rochester, New York, jewelry firm, were arrested for 
using the mails in a scheme to defraud by sponsoring 
such contests. The JVC has taken the stand that this 
type of contest offers plenty of opportunity for fraud. 

The JVC has many other objectives, including that of 
being prepared to meet promptly any situation which im- 
perils any broad interest of our trade. Last summer a 
bill was presented proposing to raise from $500 to $1,000 
the amount which returning American tourists could 
bring in duty-free. The JVC appeared on short notice 
before the House Ways & Means Committee and was 
instrumental in defeating the bill. This is an example 
of the close contact JVC maintains with government 
agencies and how it keeps in touch with important legis- 
lative developments. z 


JVC SERVES ENTIRE TRADE 


The Jewelers Vigilance Committee is composed of in- 
dividuals from every important branch of the jewelry in- 
dustry and exists for the sole purpose of serving the 
entire trade. It has no authority, is subsidized by no 
special interest and seeks to serve without fear or favor. 

Its financial support is provided voluntarily by con- 
cerns throughout the nation, including manufacturers, 
wholesalers, importers and retailers, who believe in the 
need for such an organization and approve of its activi- 
ties. 

If you do not now contribute to the support of the 
Jewelers Vigilance Committee, may I urge that you do so. 
The problems of our modern society are increasing, the 
complexity of our economic structure is magnifying, 
therefore the stronger the moral and financial support 
given to JVC by the trade, the greater its influence will 
be for the good of the industry. 
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An Unbeatable Combination 





To Make 55 Your Biggest Year! 


























Imperial 
THE WORLD'S FINEST CULTURED PEARLS 


PLUS 


Imperial 
THE JEWELERS MOST SUCCESSFUL PROMOTIONS 


Your customers know they can depend on the name Imperial for superb 
styling in the finest quality cultured pearls. That's why Imperial 

is today, the world's most wanted cultured pearls. But just as 
important to you are Imperial’s promotions . . . custom made for 
every size and type retail jewelry operation. Sales aids like 
Imperial's $100,000 dress promotion, Imperial's lot 88 promotion, 
Imperial's gift pearl promotion and Imperial's $500,000 national 
contest have become recognized as the most successful promotions 
in the jewelry industry. Now you can look forward to new bigger 
promotions for '55 which can be tied in directly with your 
individual store. Details are available by just writing Imperial. 


Get Complete Details Now... Write Direct to... 


Imperial Pearl Syndicate 


New York 
607 Fifth Ave. 


FOR JANUARY, 1955 


Chicago Detroit Los Angeles 
5 N. Wabash 914 Michigan Theatre Bldg. 607 Hill St. 








Promotions That Pay Their Way 


(From page 63) 


jeweler. These are the birthdays of banks, industries 
and other local enterprises. Here the jeweler has the 
opportunity to sell his wares to commemorate the silver, 
golden or diamond anniversaries of these institutions. 
It represents an increasingly important part of the total 
business of aggressive jewelers in all parts of the coun- 
try. 

A local jeweler’s promotion that is close to the hearts 
of the ladies is a table setting contest. Eric Rosenbaum, 
owner of Eric’s Jewelry, Beckley, W. Va., has established 
his table setting contest as an annual local affair. Each 
year he has individual tables from ten women’s clubs in 
the Beckley area entered in his contest. Prizes are given 
to the winners who are selected through votes cast by 
store visitors. He offers as traffic stimulators eight door 
prizes such as expansion bracelets and watches. An 
average of 900 people in the community thus participated 
in the Eric promotion. 

The local jeweler can also take the table setting con- 
test out of his store, combine it with a tabletop fashion 
exhibition and create an important civic event. One of 
the most successful promotions ever carried out along 
this line was the “Festival of Table Settings” by S. F. 
Sonnedecker, Salem, Ohio, jeweler. In a city of 13,000 
population, he established a $250,000 silver, china and 
crystal exhibition. In conjunction with it, he held a 
table setitng contest and 18 civic clubs from Salem and 


the vicinity participated. The exhibition drew 1,759 7 
people in one day, and many home economics teachers © 
brought their entire classes. Sonnedecker said of his 7 
festival, “Of one thing we are certain—a lot of people : 
are talking about Sonnedecker’s who never heard of” 
us before.” 

Ross Jewelers, West Palm Beach, Fla., drew attention 7 
to their store by means of a humorous promotion. They | 
ran a month-long promotion billed as the “Trade-In” 
Festival.” Everyone in this vacation city was invited” 
to bring in “anything at all” as a trade-in on desired 
jewelry items. Over the main window of the store, a 
huge streamer proclaimed “Any Old Item You Have Is” 
Worth Dollars at Rose! Regardless of Age, Make or = 
Condition!” 

A decrepit 1937 Chevrolet coach was traded in on a” 
diamond ring. Ross Jewelers made it run and put it on™ 
the city streets as a rolling billboard. It publicized the 
“Trade-In Festival” with a sign 12 feet long, reading, | 
“Everybody’s Tradin’ at Ross. Washtubs to Baby Shoes” 
Are Worth Money on Any Purchase!” The store ac. = 
cumulated broken expansion bands, old cameras, fans, 7 
clocks and similar articles. The items were placed on™ 
display in the store windows. Successful, Ross re] 
peated it in six months. : 

The jeweler is part of a business district. It helps him™ 
if he promotes it, and through tie-ins with other mer- = 
chants, he gains attention-compelling displays. At Rock- | 
ford, Ill., Hoffman & Son developed some novel windows 
by using borrowed props from other merchants. The™ 
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The reputation of Borrelli has been achieved by consistently 
maintaining complete assortments of Cultured Pearls — both in necklaces 
and loose —in all sizes, colors and prices to meet every requirement. 


Sold through Wholesalers 


Ee BO@RREL SET. 


~M POPs 2 


= O R-P 


665 Fifth Avenue, New York 22, N.Y. * Telephone MUrray Hill 8-0648 


Se ae  h)6)—CtC—=<C—CS*:s*éi‘s«é‘ Or 


above, in actual size, is our world-famous cultured necklace, ‘The Princess of Polynesia’ 





store created “A Symphony of Time—Conducted by 
Hoffman & Son.” by taking a violin and bow from a 
neighboring music store and putting them in a window 
displaying watches. The unusual window trim stopped 
passersby in their tracks. Louis Hoffman’s next loan 
was from another neighbor, a furrier. A black persian 
lamb pelt was placed in a costume jewelry display, and 
jewelry pieces were set against the deep black of the fur. 
“Try them on your lamb” was the suggestion with the 
display. A card credited the furrier’s contribution to 
the window. Another tie-in was most unusual. Hoff- 
man’s borrowed an auto tire and placed some watches in 
front of it. Then they placed a sign in the center of the 
tire, like a target to catch the eye of the most casual 
passerby. It read: “Keep ’em rolling on time . . . with 
a famous watch from Hoffman & Son.” 

You, too, may have cooperated with a neighboring 
merchant by displaying furs. But what about the baker? 
Lee Jewelry Co., Denver, Colo., arranged for the baking 
division of a major supermarket chain in Colorado to 
furnish dummies of wedding cakes for their bridal dis- 
plays. Few Denverites were aware that it was possible 
to order beautifully decorated, individually designed wed- 
ding cakes from their neighborhood supermarket, and 
the foodstore greatly appreciated this jeweler’s pub- 
licity. Lee’s gained some novel display material for 
their bridal windows because the cake designs were dif- 
ferent in each one of the stores in the Lee Jewelry chain. 

Putting signs in the jeweler’s window which only a 
limited number of passersby can read may sound a bit 


strange. But Ray’s Jewelers, Temple, Texas, scattered” 
among their displays of gift merchandise signs writtep ’ 
in stenographer’s shorthand. Posing an irresistible af. 
traction to secretaries, the signs were headed in English; | 
“A personal message from Ray’s to the Boss’ Secretary,” 

The shorthand then pointed out that it was an American | 
custom to give the boss a Christmas gift, and suggested” 
that the office force chip in for a really worthwhile pres.” 
ent. The notes also aroused the curiosity of other pass. 4 


ersby who couldn’t read shorthand, and there were a lot” 


of inquiries and good-natured kidding. 


A clever variation on diamond lecturing before clubs 7 


and associations was developed by Henry G. Drosten, 
St. Louis jeweler. 


the audience. 
two which contained diamond chips. 


Each of them contained pebbles except? 


The lucky folks? 


holding the diamond chips were invited to bring them} 


into his store for exchange on a special gift. 


It’s even possible to develop a promotion about cus: | 


tomers themselves. 
advertised on a large sign in its window: 
tomers.” 
added persuasion: 


A Syracuse, N. Y., jewelry store) 


““Wanted—Cus. © 


‘“‘No experience necessary!” 


Thus, we see it is not necessary to have a big bundles 
of cash for the jeweler to project his personality, through | 


promotions, to those in his community. It does take a7 


certain amount of alertness and ingenuity but these are? 
He only needs to? 
apply them in the direction of promotions when the op-7 


attributes of the average local jeweler. 


portunity is present. 
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To add dramatic suspense to his lee. 7 
tures, he passed out small envelopes to each member of © 


Underneath in slightly smaller letters was the : 


Hare | | ; 
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PLACE 












High Quality 
need not mean 
Hish Price 


in Diamonds 


DIAMONDS ENLARGED FOR DETAIL 


PLACE YOUR CONFIDENCE IN 


More and more leading jewelers are featuring 
Courtney Diamond Rings . . . They have discovered 
that the Courtney idea of heavenly quality 


at down-to-earth price increases their diamond 


BP ee: 


sales in the ranges of greatest consumer demand 

... Courtney experts back their guarantee of 

oltre lin oN a ole lliricel dlalemt-1(-cailolame) mellelulollek mello, 
mountings ... The diamonds must achieve the 


highest standards of brilliance and cut... The 





DIAMOND SOLITAIBRES and WEDDING RINGS 


Gold or Platinum mountings must be exceptional for 
raqehatsuilelariall omelaleme(=+i1e mn ol mei lolutelalerMialel 
can be sold with confidence—worn with pride 


—count on Courtney. 


JOHN J. COURTNEY & CO. 
452 FIFTH AVENUE, New York 





Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


by Designs 
Technique 


Diamonds and p'atinum are combined in designs 
IA and 2A—matching necklace and earring. At 
the lower left, designs 1B and 2B, a feather motif 
showing baguette and round diamonds in both clip 
and earring. At the lower right, designs 1C and 
2C, a leaf pattern in a double clip design with 
earring to matsh. 








Another JC-K Industry Service 
To Help You Sell More Precious Jewelry 


Obviously, the average retail jeweler cannot carry a 
stock of precious jewelry sufficient to suit the needs or 
the tastes of every prospect nor can he afford to have 
a skilled jewelry designer on his payroll. 

As a result many jewelers have lost many sales just 
because their necessarily limited stock of precious 
jewelry did not contain a piece which appealed to the 
customer. But many such sales can be saved and im- 
pressive profits created, by capitalizing on the customer’s 
interest in design. For, if you don’t have something in 
stock which appeals to them, this suggests that they are 
design-conscious and gives you the chance to suggest 
ideas which are keyed to their personalities. 

In order that jewelers may have on hand a series of 
modern design sketches, JC-K is initiating in this issue 
a series of original and exclusive designs which will 
provide an “extension” for your precious jewelry show- 
case. By careful observation and study of these plates, 
you will be able to develop the knack of applying this 








material so that you localize the prospects’ area of in- 
terest as far as design is concerned. By becoming familiar 
with these designs you, with a little practice, will be able 
to sketch suggestions that will intrigue and impress 
precious jewelry prospects. You needn’t be an artist 
to do this; a pad of tracing paper and a bit of practice 
should give you the necessary confidence. 

Cut out and save these pages. They can be kept in 
a filing folder for quick reference; they can be shown to 
those “hard-to-please” customers; they can even be 
framed and displayed in your store. There are many 
practical applications to which you can put them. 

In this series, designs will cover rings, pins, neck- 
laces, bracelets and watches; they will include sugges- 
tions for the application of diamonds, pearls and colored 
stones. 

These illustrations are being prepared each month 
excclusively for THE JEWELERS’ CIRCULAR-KEYSTONE by 
“Designs Technique,” 62 West 47th Street, New York. 











Comprehensive Selealtene of » 
PRECIOUS STONES 


Emeralds, Rubies, Sapphires, 
Star Rubies, Star Sapphires, Catseyes. .. 
Loose or in exclusively designed 


Platinum Diamond Mountings . . . 


(ROBINSON & SVERDIIK Ive. 
| Importers © Cutters Re of Precious Stones 


610 FIFTH AVE., Reckefeller Center, New York 





37 YEARS OF SERVICE TO LEADING JEWELERS 
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Colorful Valentine Window 








“Amethyst for February" was the theme of a colorful Val- 
entine's Day window at Smith Patterson's, Boston. Jewelry 
was poised upon a variety of white supports. A center 
group was placed upon a white plush heart, which was con- 
trasted with foreground fabrics of rose and a background 


of blue. 





Through Civic Activities 


(From page 57) 


difficult situations which must be met gracefully. 

A case in point is that which was endured cheerfully 
by the Losee Jewelry Store in Whittier, Calif. In that 
town lived an old, lonely lady. Time lay heavily on her 
hands, and was paced for her by a cheap, erratic watch, 
apparently purchased at a drug store. 

Every few days, during her trivial 





she would wander into the Losee Jewelry Store to have 
her watch “regulated.” And on each occasion, with the 
same deference which would be accorded a valued cys. 
tomer, the jeweler would set, wind and respectfully re. 
turn the timepiece. 

The story made the rounds about town. It was good 
for a laugh or two. But after the laughs died away, the 
moral lingered on. People said that jeweler Losee meant 
it when he said it was a pleasure “serving the commu. 
nity.” So when people wanted service, or shopped for 
something which might require service, they thought of 
Losee first. 

Acceptance is always difficult for a young jeweler open. 
ing a business in a small town unless he has been raised 
in that community. People are naturally clannish and 
distinctly suspicious of newcomers. When Stanley Freed- 
man opened his store in Bound Brook, N. J., his per. 
sonality soon became intertwined with that of the com. 
munity. 

He volunteered to serve as toastmaster at various civic 
and social functions; he presented watches to high school 
students with outstanding athletic and academic records, 
He did these and many other community-minded things 
so that he soon “belonged” to the people of Bound Brook. 
Today, he walks down Main St., exchanging first name 
greetings with hundreds of people he had never seen ten 
years ago. 

Somewhat similar is the experience of Bernie Fields, 
Middletown, Conn., jeweler. A newcomer to the com. 
munity after the war, he plunged immediately into town 





rounds of shopping, 


life. Having a natural fondness for children, he or- 
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ganized a baseball team of youngsters. He supplied the 
team with uniforms and encouragement. In return, the 
eople made him and his store fixtures in the community. 

Norbert A. Bronner moved from Pittsburgh to the 
suburb of Brentwood some seven years ago. As he said 
recently, “In a suburban town you have to be a neighbor 
in every sense of the word. After people have been in 
a store, they expect the jeweler to know their names the 
next time. When they have a repair job they want to talk to 
me, not to my repairman, so I take care of them myself. 
Business in a suburb like Brentwood is a very personal 
thing. 

“Also, you should become active in such things as the 
planning of the community Christmas display. And as 
for pleasant activities like furnishing uniforms for the 
Little League—it pays. Why, take the first kid I bought 
a baseball uniform for—I’ll bet he’s brought me 15 cus- 
tomers. And he’s going to be a good customer himself 
some day.” 

Then, there’s Al Luciano, a certified gemologist and 
registered jeweler in Amsterdam, N. Y. He and his 
brother Mike opened their store in 1945. If today they 
are part and parcel of their community, it is no mere 
accident. They have initiated and continue to sponsor 
goodwill promotions, which include an annual golf tour- 
nament at the Municipal Course with trophies for the 
winners. They also have a Boy Scout Trophy award 
for camp attendance. 

In Christmas of 1952 they sponsored a morning Kiddie 
show at the theater next door. They gave to the children, 
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by means of a drawing, ten Cinderella watches and ten 
Hop-a-long Cassidy watches. They also periodically do- 
nate window space to important civic programs. 

Participation in community events is made compara- 
tively simple by local Chambers of Commerce. For 
example, four jewelry stores in Erie, Pa., last year par- 
ticipated with other merchants in an unusual “Mis- 
placed Item” contest, which was sponsored by the Erie 
Chamber of Commerce. Each of the merchants created 
a window display in which one item shown was not sold 
by the store. Contestants were invited to identify that 
one item in each of the windows and mail their entries 
to the Chamber of Commerce. 


ANNUAL SPRING FESTIVAL 


Then, in Athens, Ga., jeweler Frank R. Thomas capi- 
talized on the annual spring festival, which celebrates 
the tradition that Athens is the city of beautiful women. 
The highlight of the festival, sponsored by the Junior 
Chamber of Commerce, is a selection of a Miss Athens 
to rule over the festivities. Twelve young women are 
selected to participate in the contest. The choice of 
Miss Athens is then based on a combination of brains 
and beauty. Thomas donates a handsome watch to the 
lovely winner. Before the selection of Miss Athens is 
made, the watch that the Thomas store gives is shown 
in the store’s window, with photos of the 12 candidates. 

Of course, many jewelers demonstrate their civic in- 
terests by taking active roles in community life, such as 
volunteering to serve on welfare and charity drive com- 
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mittees. William Savitt, Hartford, Conn., jeweler served 
as director of Hartford’s Red Cross Drive in 1952 and 
for years has been conspicuous for his leadership in 
similar causes. Many other jewelers throughout the 
country have likewise found spiritual help and their busi- 
nesses have benefited as a natural result of such philan. 
thropies. 

Then, there’s the field of politics, a course of com. 
munity action which creates fame. Leo Henebry, a past 
president of the American National Retail Jewelers As. 
sociation, served as mayor of Roanoke, Va. William 
Smith of Beaumont, Texas, has served as a member of 
the Texas legislature. However, the field of politics is 
not to be recommended to all retailers for there is ever 
present the danger of winning friends on one hand and 
alienating affections on the other. 

The local jeweler should also work closely with his 


No “crystal ball’’ needed fellow retail jewelers in the community. He should try 


to maintain and uphold the prestige and reputation of 


F the jeweler, knowing full well that the activities of one 
to see how House Beautiful ae merchant can cast suspicion on all mem- 
bers of the industry. 

Can speed your tableware sales! A sturdy, determined band of nine jewelers at Keno- 
sha, Wisconsin, have organized a Jewelers’ Guild for the 
It’s no fable, House Beautiful helps sell primary purpose of conducting cooperative efforts which 

everything on the table! Here’s why: will sell the jeweler, as a jeweler, to the people of the 
community. In effect, this cooperative campaign is an 
Editorial leadership: For years House Beautiful’s colorful | educational job for the people in the community; for if 
table settings have set the pace in smart use of china, glass- 
ware and silver. 


~ exe tele yy eet 62 





aa fan 42 Cente tet teat @ 
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the people understand the business of the jeweler, they 
will be better able to avail themselves of the services 
Carefully selected market: 83% of House Beautiful sub- | which the jeweler maintains for his customers. This 
scribers own their homes. Their median income is $10,000. | getting together of the jewelers quite naturally led to 
What they buy influences others. And, our projected total | their establishing advertising standards which preclude 
circulation is the highest in our 58 year history. unethical statements and practices. The next logical step 

* they took saw them advertising cooperatively (in addi- 
MR. RETAILER! ; tion to their individual store ads) to identify themselves 
House Beautiful is your best friend. with the neighborly principles to which they subscribed. 
* Pre-sells your best prospects. But advertising is another subject—so let’s turn to the 
* Offers attractive counter cards to identify your | following article for that subject. 


store with the products advertised in House Beautiful 
Magazine... absolutely FREE. 





* Offers you “What’s Ahead in House Beautiful,” an Can You Top This? 
advance monthly pre-merchandising package con- ; ' 
taining editorial and advertising phrases. plus brief A lady went into Royal Jewelers, Maryville, Tenn., 


to get an identification bracelet which she had left 
there to be engraved. It could not be found and 





product descriptions and selling information. 


I there was no record of it in any department of the 

MR. ADVERTISER! store. The manager asked the lady when she pur- 
House Beautiful offers you one of the most complete pack- chased the bracelet and from which clerk. Her 
ages of merchandising aids available, (from simple post answers led him to believe that the woman had bought 
cards to elaborate brochures). Complete digest on request. If it at another store. When he suggested this, the lady 

ie P 8 q ; nce 

you are not already giving your retailers (and your product) became angry and accused him of losing it. The 
the extra sales impetus of House BEAUTIFUL advertising, see manager called the store down the street, and his 
your House BEAUTIFUL representative now. assumption turned out to be correct. The woman’s 
bracelet was there, properly engraved and waiting 

Advertising linage leadership: For the past 10 years, House for her. But this news, instead of making the woman 


feel relieved, left her unconvinced and even angrier. 
“If it’s down there,” she said, as she left the 
store, “you took it there because this is the only 


P.S. More retailers are subscribing to House Beautiful than ever before! jewelry store in this town I’ve ever been in!” 
What's that old song? The customer is always right? 


Beautiful has led all national consumer magazines in total 
China, Glass & Silver advertising linage! 


Write us a note about your unusual business experience 


e 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St. New York 17, N. Y. No manuscripts returned; 


MAGAZINE all become property of JC-K. Jeweler’s name and town 


will be used in story unless request is made to omit it. 
572 MADISON AVENUE, NEW YORK 22, N. Y. + PLaza 1-2100 
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A Limited Ad Budget 


(From page 59) 


Jewelry Store, Prairie du Chien, Wisconsin, ran a full 
page ad paying tribute to the high school graduating 
class. The pictures and names of the 51 graduates were 
jncluded in this ad. The copy read simply, “Congratula- 
tions Graduates . . . Prairie du Chien High School, Class 
of 1953. Ritchie’s Jewelry Store.” 


One of the outstanding evolutions in modern merchan- 
dising has been the growth and development of group or, 
as it is more commonly called, cooperative advertising. 
From the point of view of the individual jeweler, the 
problem today is not so much competition from other 
jewelers as from other retail merchants vying for the 
consumer’s dollar. By pooling their resources, jewelers’ 
group advertising aims specifically at persuading con- 
sumers to spend their money for jewelry—at jewelry 
stores. 


Of course, this does not mean that the retail jeweler 
has to forsake his individual advertising program. 
Rather, it should be regarded as being supplemental in 
nature. It means that by joining his fellow jewelers in 
town he can make a greater impression on a larger scale 
than if he “goes it alone.” Thus, his pistol shot—along 
with that of his fellow jewelers—mushrooms into a small 


bomb. 


This is precisely what happened in Hammond, Indiana, 
during the Christmas season of 1953. Because of the 






concerted advertising efforts of 17 cooperative-but com- 
petitive jewelers, The Hammond Times ran an impres- 
sive-looking 24-page supplement of “gift-ideas.” Com- 
prising 14 pages of advertising and 10 pages of editorial 
reading matter, the supplement made people talk, think, 
and buy jewelry—and at the right time and place! It 
was truly a 17-jeweler promotion. Acting alone, no in- 
dividual jeweler could have afforded to reproduce such 
an impressive piece of advertising. 

The happy experience of these Hammond Jewelers is 
no isolated case. It has happened in Seattle, Wash., 
Roanoke, Va., and in many other towns and cities in the 
country. More and more small jewelers are recognizing 
the effectiveness of cooperative advertising, particularly 
during important selling seasons. 

In troubled times, too, it is natural for retail jewelers 
to band together to pool their resources as a means of 
mutual protection. To meet a common threat—such as 
trade diversion—jewelers often join with their fellows in 
town to conduct a cooperative advertising campaign. 

In unity there is strength—and this is the common 
feeling of a group of jewelers in Wisconsin who have 
established a cooperative advertising fund. One of their 
most conspicuous projects is a series of institutional type 
newspaper ads which present the jewelers “case” to the 
consumer. The association’s ads present logical and per- 
suasive reasons why it is to the public’s benefit to buy 
jewelry at jewelry stores. 

In Sioux City, Iowa, the members of the local Jeweler’s 
Guild occasionally run similar institutional ads. The 
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theme, essentially the same as that used by the Wisconsin 
group, is “Buy Jewelry from Your Jeweler.” 

Also, in Rockford, Illinois, the Rockford Retail Jew. 
elers Association—comprised of some 25 jewelers—runs 
institutional ads with the theme “Something from the 
Jeweler is Always Something Special.” In addition, they 
run back-to-school ads, ads which expose bargain sales 
on watches, diamonds, etc. In all ads, member stores of 
the association are listed. 

Then, there’s the Madison Jewelers Guild, Madison, 
Wisconsin, which recently published a full page news. 
paper ad in the form of an “Open Letter to the Public,” 
warning people about bargain sales. 

Part of the copy read, “To the public. We would like 
to offer this bit of advice that we hope will help you to 
avoid disappointment. Beware of bargains, or so-called 
sales, fictitiously marked up price tags and marked down 
tickets in the jewelry line. Every year about this time 
there seems to be someone offering what purports to be 
bargains in order to get your Christmas shopping dollars. 
They may be in business after Christmas to serve you and 
make adjustments, or they may be out of business. They 
really don’t care as long as they make a sale.” 

Thus, to further his business—as well as to protect it—- 
the local jeweler advertises as an individual and as part 
of a group. A progressive merchant, he knows full well 
the value of advertising. He is essentially a small busi- 
nessman with unlimited imagination—operating success- 
fully with a limited budget. 





Free Publicity 


(From page 61) 


There’s the experience of R. M. Kirkland, jeweler in 
Plainville, Kansas. One of his promotions last year was 
designed to draw attention to his store in general and, 
in particular, his watch department. To do this he staged 
an old watch exhibit. Through a newspaper ad, he asked 
people in the community who owned old watches to 
bring them in to the store, so that Kirkland could put 
them on exhibit. For incentive, a prize was offered to 
the person owning the oldest watch. 

More than 50 old watches were placed on exhibit and 
brief notes about each watch’s history were included in 
the display. The local newspaper deemed this promotion 
of sufficient interest to publish a story with an illustra- 
tion in a Sunday edition. 

Interesting business experiences make interesting read- 
ing. This is particularly true of the experiences of jew- 
elers, who constantly encounter dramatic, comical and 
sentimental situations. Every jeweler has had some un- 
usual, human interest experience—as can be readily at- 
tested to by the number of such stories received every 
day by JC-K, from which selections are made for the 
“Can You Top This?” series appearing in each issue. 

For instance, consider the following business experi- 
ence which first appeared in a Philadelphia newspaper. 
A young man entered S. Kind & Sons, Philadelphia 
jewelers, and expressed interest in a particular diamond 
engagement ring. He left the store without making a 
purchase, but a week later he phoned the store. He ex- 
plained that he had to have the ring that night to present 
to his sweetheart but he couldn’t get away from his job 
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before the store closed. Asked where he was working the 
young man replied, “In a manhole.” The store dis- 
patched a salesman to the customer’s “place of business” 
at the intersection of the streets he mentioned. The ring 
was delivered and this human interest story telling of 
the excellent service of S. Kind found its way into print. 

Earlier we said publicity was only an adjunct to ad- 
vertising. Nevertheless, many times situations arise 
wherein an imaginative ad may result in valuable pub- 
licity—beyond that expected by a simple advertisement. 
Following are a couple of examples where the jeweler 
may have left his experience to the imagination of the 
editor but preferred—in order to be certain his message 
was put across—to use the material in paid space. 


PUBLICITY FROM ADVERSITY 


For example, adversity can sometimes be turned into 
favorable publicity. When a rock was hurled through 
the window of Goldner’s Jewelers, Nashville, Tenn., the 
store turned the misfortune into a clever piece of adver- 
tising and publicity by running the following ad in the 
local paper. “Notice! To the person who threw a rock 
wrapped in a handkerchief into our window early Thurs- 
day morning: If you will stop by our store, we will re- 
turn the handkerchief to you, freshly laundered and 
pressed, without charge. This is just another of Gold- 
ners many free services. P.S. Our terms are so easy 
it really isn’t necessary to break our window to get what 
you want.” 

Somewhat similar is the Sacramento, Calif., jewelry 
store which gained favorable publicity by capitalizing 





on a distressing situation. The store ran the following 
ad: “To the person or persons who removed the watches 
from our windows on Sunday. The watches are guaran- 
teed for a lifetime and if they should prove unsatisfac- 
tory at any time, please bring them in for servicing at 
no cost to you.” 

So, we sce where two jewelers took it upon themselves 
to be “editors” of their local papers, deciding that the 
human interest values of their experiences were sufhi- 
cient to justify paid space to be sure they would get 
publicity. 

But one of the most unusual pieces of publicity we’ve 
seen in some time is that by Creighton and Alan Shoor 
of Shoor Jewelers, Manchester, Conn. They specially 
requested license plates on their car to have no numerals 
—only the letters “JWLR,” the abbreviation most people 
use to indicate “jeweler.” As the car travels around the 
city of Manchester, roving publicity for Creighton and 
Alan travels with it. 

In this Connection, it is well to remember that all pub- 
licity is not printed publicity. Word-of-mouth praise— 
generally stemming from good public relations—is even 
more valuable, if not as tangible and obvious as printed 
publicity. 

A case in point is the Tick-Tock Shop in Arlington, 
Va. During its years of service to the community this 
firm has been called upon to repair many articles not ex- 
actly in the jewelry line. But the store’s salesmen have 
taken the various requests for repairs in good stride. To 
please customers—a basic element in public relations— 
the salesmen at this southern jewelry store have been 
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called upon to repair such diverse items as handbags, 
lamps, and glasses. 

Word-of-mouth praise has brought added luster to the 
store’s reputation in the community. It also brought to 
the store one day a rather buxom woman. She shyly 
approached the repair counter. After some hesitation 
she told the sales clerk she had something with her she 
wanted to have repaired. Reaching into a bag she 
plucked out an elaborately wired, gargantuan brassiere. 
The mainstay had broken, she explained, and rather than 
purchase another she would prefer to have the wire 
soldered. Without batting an eyelash, the jeweler said 
he would gladly undertake the job. 


NEED FOR PUBLIC RELATIONS 


A reverse situation indicates the public relations value 
of being helpful even when the service may seem ridicu- 
lous. This is the story told to us by a California jeweler. 
One morning an elderly gentleman holding an umbrella 
in one hand, the door knob in the other, leaned into the 
store and said, “Say there, young feller! Do you repair 
umbrellers?” The jeweler’s watchmaker answered, “No, 
sir, we do not repair umbrellas.” To which the spritely 
old gentleman replied, still holding on to the door knob, 
“Well, I just thought I’d ask. I figured that if you 
couldn’t put a new stay in my umbreller, you certainly 
couldn’t fix a watch.” 

So, if you wish to project your personality by means 
of publicity—printed as well as verbal—you must pre- 
pare and work for it. It is an opportunity which is avail- 





able to the small local jeweler on virtually equal terms 
with his biggest competitor. It is also an interesting 
challenge. . 








Fashion Fabrics Highlighted 


(From page 86) 


having a crisp hand such as worsteds, taffetas, and or- 
gandies are now softly crisp. The many new blend- 
ings of fibers, natural as well as synthetic, have been in- 
strumental in developing the trend to softness. Cottons 
are notably altered, and many of them are so soft and 
fine they appear to be silk. 

The linen look is most important in fashion news. 
Linen, on it’s own; silks, cottons, woolens, and synthetics. 
and blends woven to look like linen. (The trend to soft, 
lightweight fabrics means that all jewelry must have a 
look of lightness, whatever the size of a piece may be.) 

Colors in fabrics come in two families—lights and 
brights. The light colors have purity of tone—the bright 
colors are softened. They are garden flower colors. 

Navy, as usual, has a favored place for spring. This 
season, however, other shades of the blue family are 
nudging it for position. 

Hydrangea blues, with a purplish cast, and which 
range from pale blue into bright navy will be popular. 

Mauves, especially mauvey pink, through iris to mul- 
berry are in the ascendency. 

Reds in new shades of color warmth run from shrimp 


to blush red. 
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Yellow is increasing in importance, especially pine- 
apple and daffodil. Pale yellows and gold are seen most 
often in prints and patterns. 

Green is another color seen most often in printed and 
patterned cloths of related colors. Greens vary from 
yellow cast to blue cast tones. 

Neutral colors are paler, such as nude beige or pale, 
blue cast gray. Amber tones have a pale softness, 
oranges, too, are softer, often shading into melon. 

Charcoal maintains its favored position. 

Black and white are still favorites for prestige fashion, 
either alone or in combination. 

Patterns mostly are romantic in abstract, impression- 
istic florals and come in related fused colors. Dots are 
popular in every size, and there is a strong movement 
toward checks. 

Valentine Day selling calls for a great variety of mer- 
chandise. The richest man in town may want to buy 
his wife a diamond necklace; women will want to buy 
their Valentine’s smart pieces of masculine jewelry, tie- 
bars, cuff links, medallions, and emblems; rings, watches, 
compacts and cigarette cases, all make wonderful Valen- 
tine gifts. The advantages to a small retail jeweler in 
using fabrics for the background of his promotion are 
several. Fabrics enable him to tell a practical, but 
glamorous fashion story; the great spread of flowing 
background allows him to show lots of merchandise, 
with an uncluttered look of cleanness and beauty; there 
will be a look of unexpected freshness to such a display; 
and perhaps most important, this evidence of his fashion 
awareness will add to his reputation of being an up-to- 
the-minute, modern jewelry merchant. 
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Royal Jewelers, Lancaster, Pa., uses picture frames and 
leaves to decorate its windows and has found them very 
effective. The frame is put flat against the wall and slanted 
at an angle. The leaves extend rather far out to make a 
background for the diamond ring display shown here, and 
the ring box sets on a bracket that also extends out of the 
frame. Materials are from a local five and ten store. 
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RUNNING A 
SUCCESSFUL SALE 
IS AN ART 


by Manny 
Silverman 


HOW SHALL | SELL MY STORE 


Part 2 


(Continued from last month) 


Last month | gave you the 3 basic alternatives, when 
you face the problem of selling your store. 


| am going to explain further by giving you 2 actual 
case histories of sales that occurred this year, one in 
July 1954 and one in November 1954. 


July 1954—This store was in a town of 44,000 
population in Connecticut. 


1. Name and location established 50 years 
as a prestige cash store. 


2. New owner last 5 years as a Borax credit 
store. 
3. Poer location. 
Inventory—$21,000—Top offer by Liquidators 


—$17,000. We ran a combination fiat and 
auction sale for 38 days. 


Result—over $27,000 in the bank net to the 
jeweler, AFTER all expenses, including our com- 
missions. 


November 1954—This store was in a town of 
12,000 population. 

1. Established 18 years—credit store. 

2. Good location. 

3. Inventory approximately $26,000 — Top 

offer by liquidators—$15,000. 

We contracted for an auction first—then a flat sale. 
Result of 18 day auction sale—$21,000 in the bank 
net left to jeweler. Only $4,000 of inventory left— 
therefore—we could not follow with flat sale. We 
are selling residue of inventory and furniture and 


fixtures for this jeweler for $3,500. Total Result 
$24,500 after all expenses instead of $15,000. 


The NAMES of these jewelers will be sent to you on 
request. 


IMPORTANT . .. We always make provisions so that 
a jeweler will not have ANY merchandise left after 
a Going Out of Business SALE. 


WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York 36, N. Y. 
Telephone: Plaza 7-4693 
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A NEW DESIGN SERVICE 


> Provides jewelers each month with three 
photographic sheets strikingly illustrating the 
latest ideas in modern jewelry designs. 


> Covering various items, such as earrings, 
clips, watches, necklaces, etc., this monthly ser- 
vice provides jewelers with the most modern 
design ideas with which he can sell more pre- 
cious jewelry. 


> Released monthly on a yearly subscription 
basis, this new design service is available at 
$3.00 per month. 


Write today for subscription form and copy 
of the latest issue. 


DESIGNS TECHNIQUE 
62 W. 47th St., New York 36, N. Y. 











Shooting for 
a BASKETBALL CHARM 


ry Fisher 


Get team orders for charms through our experienced service. 
Basketball is the sport with teams everywhere. The Fisher line, 
in Gold Filled, Sterling or Karat Gold is a money maker for 
retail jewelers. Orders for-special engraving can be handled 
easily. Through wholesalers. Catalog available. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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Color as a Guide to Gemstones 
(From page 80) 


there may be a quasi-permanent coloration. Golden 
sapphires may come in stones of considerable size, but 
they usually need recutting to appear to their best advan. 
tage. Golden sapphire should always be suspected when 
one has a yellow stone in a Ceylon native cutting to test: 
pale citrines can be excluded by the refractometer test, 

(39) The finest color of ordinary (non-catseye or 
alexandrite, that is) chrysoberyl is a bright golden yel. 
low, with a touch of green. This color does not occur 
in any other jewelry stone and is, therefore, quite easy 
to recognize. However, chrysoberyls also may be golden, 
shading into greenish and brownish. These stones are 
usually less lively and brilliant than the Brazilian yellow 
greens that are the most highly valued. They may be 
quite large, up to 70 carats in exceptional cases. The 
refractive index is diagnostic, and as a rule no other 
test is necessary. 

(40) A rare color of spodumene is the dull green. 
ish yellow that characterizes a few Brazilian stones, 
Except for the fact that there are few likely choices for 
a stone of this color with the 1.67 refractive index, they 
would give more trouble than they do. The dichroism is 
surprisingly slight, in view of the dichroism of kunzite, 
and it should not dictate the orientation of the table 
in the cutting. Larger stones will be obtained if the 
table is placed parallel to cleavage directions. instead of 
at right angles as in kunzite. Good color will result, 
because of the slight dichroism; in kunzite this orienta- 
tion would give a stone that had color only in the ends. 


A RARE TOURMALINE COLOR 


(41) Yellow is one of the rarest colors of tourmaline, 
so rare that yellow tourmalines fall in the category of 
collector’s stones. The yellow is a deep and rather life- 
less yellow, falling to the brown, rather than the green 
side. Commercially they are of no importance. 

(42) The less expensive precious topaz that falls in 
the category of yellow or golden stones is often very 
pale indeed, and consequently much less desirable than 
the deeper orange stones. They are easily recognized by 
their refractive index. for there is little with which they 
can be confused. As they deepen into more golden 
stones, they become more desirable and proportionately 
more expensive. As with all precious topaz, they will 
usually be seen in an elongated shape, either an emerald 
cut or an oval. 

(43) Golden beryl covers quite a range of tints, from 
the old Southwest African greenish yellow “heliodor” to 
a rich golden brown that is practically identical in hue 
with the finest “Palmyra” quartz topazes. Large helio- 
dors are not too uncommon, but the real golden beryls 
are usually small and relatively expensive. The refrac- 
tive index is the best guide to their identity. 

(44) Topaz quartz ranges from the palest citrines with 
just a hint of color, down to a mahogany brown. The 
yellow color of quartz always has a hint of brown in it; 
we never find a fine clear yellow. Topaz quartz should 
be the first stone suspected and tested for in any golden 
stone jewelry, and the refractometer test is easy. Color 
banding can often be seen in this material (much of it 
burned from amethyst) and it should be sought on the 
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hottom of the stone. Once this is seen no further test 
may be necessary. 

(45) The paler ambers may be more recent resins: 
Kauri gum or copal. True amber is denser than these 
and will sink in the salt-water solution in which the 
former two will float. On the other hand bakelite also 
sinks in a saturated salt-water solution, so the distinction 
of the three, as long as they are unmounted, is quite 
easy. Look for insects in genuine amber, but be on 
guard against fakes made of modern resins and against 
combinations, with an insert of a green bug covered over 
with modern resin, indented into a piece of true amber. 
These always show up quite promptly as the modern 
resin starts to check and crackle long before the amber 
backing. 


TRUE YELLOW OPAL 


(46) True yellow opal of the fire variety does not 
occur, but some of the paler golden stones fall in this 
category. They are easy to identify with their slightly 
cloudy look, their low index of refraction and their 
single refraction. Glass imitations would have a higher 
refractive index. The sizes of golden fire opal or cherry 
opal are small, and the value low. 


(47) The chief criticism that has been leveled at 
titania has arisen from those who wish it to look more 
like a white diamond, because it so closely resembles in 
color a dark cape stone. However, the greater dispersion 
and the cloudy look that probably results as much from 
the double refraction as anything else, make its distinc- 
tion from diamond a simple matter. The deeper golden 
stones that are occasionally seen have much more merit 
and somewhat resemble a fancy colored diamond, zircon 
or sphene. The double refraction eliminates diamond, 
and the strong dispersion eliminates zircon. Sphene 
might be difficult, but it has a stronger dichroism and a 
lower density. They are so rare that the problem will 
seldom arise. 

(48) The recognition of synthetic golden sapphire is 
not easy, for they do not show the curving lines that are 
a characteristic of the rubies and sapphires. One can 
only assume that a yellow sapphire is synthetic when 
one fails to find positive indications that it is natural, 
in the form of inclusions or of rutile needles. Many 
golden sapphires, probably most of the genuine ones. 
are oval, native cut stones and the color may be quite 
patchy. It would be risky, however, to assume genuine- 
ness on this ground however. Large sizes have not been 
made, so a very big stone would probably be genuine. 
This is not a satisfactory situation, but it is the situation 
with the paler sapphire synthetics and we have to do 
the best we can. 


Local Jeweler’s Personality 


(From page 74) 


of view. Create real attention getting displays with eye- 
catching props and backgrounds which will carry out 
your theme. 

The accompanying sketches suggest displays which 
might be used for three of the display themes outlined 
above. The first is the fashion show promotion for 
jewelry—either precious or costume type. A miniature 
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be * a Prosperous 
VU, Leiden Day 





Ask Your Wholesaler to 
Show You the Newest in 
Sternset Rings for Valentines 
Day Promotions 


Man’s Red, White and Black 


genuine double head Cameo. 





Woman’s Fine 
Genuine Opal. 





Both Rings Available in 10K and 14K Gold 


Stern Manufacturing Co. 
401-407 Mulberry St. 


Newark 2, N. J. 
MArket 2-5272 MArket 3-1760 


Serving Wholesalers Since 1923 
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Crue CUELIA 
OVER: 50 YEARS OF FINE JEWELRY 


TO LEADING RETAILERS 


FROM COAST TO COAST 





GEO. SCHULER & CO., INC. 







Diamond 









and precious stone 


gold and platinum jewelry 


PREFORMED PARTS, INC. 
Modern Gold Jewelry 


Sales 
515 Madison Avenue 
New York 22, N. Y. 


Factory & Office 
520 Bedford Road 
Pleasantville, N. Y. 











“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 




















fashion show run-way is built up in the center of the 
window—with tiny mannikins showing off the latest jp 
colors and styles. Soft drapery is hung against the 
window background and posters on easels at either side 
of the window tell your merchandise story and publicize 
the time and place of the real fashion show. Jewelry is 
shown on slanting plaques extending from the runway 
to the front of the window. 


CONSTRUCTING THE RUNWAY 


The runway can be constructed in simple fashion with 
a series of boxes or window elevations covered with a 
fabric drapery. The same fabric can be used for the 
curtain drape with a contrasting fabric used to cover 
the jewelry plaques. The miniature mannikin may be 
hard to come by, but they do not need to be elaborate 
three dimensional dolls. Flat cut-outs with dresses painted 
on will do nicely. Copy styles from pictures in fashion 
magazines. If you have someone with very capable 
fingers, the cut-out dolls can be dressed in real fabric 
or done in paper sculpture style. The more nicely de- 
tailed they can be, of course the better, but the impor. 
tant thing is to have several figures so that it really 
looks like a fashion show. Since nearly all fashion shows 
include a bride—your display may have one too. 


Sketch B suggests an arrangement for the Garden 
Club Flower Show window. Recessed shadow boxes 
feature individual arrangement while a table setting 
fills the window foreground. For such a window as 
this, most of the details can be left to the Garden Club 
ladies. They are apt to know more than you do about 
this subject! And they will be only too happy to do 
themselves proud in your window in return for such 


fine publicity. 


FUND PROMOTION DISPLAY 


Sketch C is a display for a fund promotion for a new 
hospital or school building or something of the sort. 
Enlarged architect’s sketch of the proposed building is 
placed against the background. A large poster to the 
right and building blocks covered with dollar signs tell 
the fund raising story. A selection of your regular mer- 
chandise can logically be displayed in this window if 
you are offering a donation of a percentage of your 
sales for a certain period. The building blocks can be 
made from small cardboard blocks hand lettered, or 
regular building blocks can have a band with dollar 
signs lettered on, glued around them. 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material 
Sketch A 
Fashion mannikins 
Jewelry display plaques 
Drapery curtain 


Source 


Display Supply House or 
have made in store 

Make in store 

Make in store 


Sketch B Done by Garden Club mem- 
Flower arrangements bers 

Table setting Done by Garden Club mem- 
Posters bers 

—— Show card writer 


Photostat enlargement 
Make in store 
Show card writer 


Architect’s drawing 
Building blocks 
Poster 
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Public Relations Check List 


(From page 64) 
__—Do you handle poor credit risks in a tactful man- 
ner to avoid creating ill-will? 
___——When obtaining credit information, do you make 
certain that the questions are not embarrassing? 
__——In dealing with delinquent accounts, are you 
tactful as well as diplomatic? 

The answers to these questions all have a bearing on 
the opinion the public will have of your store. By ap- 
plying good common business sense to any areas that 
show a weakness, you can improve your public relations 
in your community. 


Window with Adjustable Floor 
Accommodates Big Merchandise 


The Jack Schwartz jewelry store, Lancaster, Pa., has 
an adjustable window which has two floors of different 
height. The windows are quite long, and the front of 
one is the conventional height in front, but around half 
way back, it is dropped about two feet. This gives much 
greater space between window floor and ceiling for large 
pieces offered for sale, such as luggage and radios. 
There is also more space for large or unusual displays. 
For example, it is large enough for a Christmas tree 
surrounded by presents. 

When desired, the rear section of the window can be 
brought up to the level of the other by a false floor 
which simply extends from the regular window floor to 


the store wall. To fill up the window pane space under- 
neath the false floor, Schwartz puts a placard. This 
carries the store name and makes the window look like 
one continuous unit on the same level. When the false 
floor is used, the store displays small items. 





Only one of the two windows is dropped for large 
items, which breaks up the long line on the one side, 
lending greater variety to the windows. 

Open space is left under the windows of the Schwartz 
store due to the space between them being very narrow. 
Had they been walled up all the way, the entrance would 
have looked like an alley, Schwartz said. Small evergreen 
plantings are used in the front beneath the projecting 
window floor. 








FORSTNER KOMFIT ROYAL retail price $15.75 (gold filled) 
$6.00 (stainless steel) 


one source of supply 


for all your watch band needs! 


SKL 


. so profitable! Famous name watch 

bands and attachments known for their superb styling . . . 
superior craftsmanship . . . all-around value. 

Merchandise to stir up plenty of sales excitement . . . plenty of 
good mark-up volume. 


So smart . 


For courteous service, prompt delivery and the most 
complete stocks to fill your jewelry needs, come to SKL first! 


ASK ABOUT OUR WONDERFUL, NEW WATCH BAND PROMOTION 


% K L CO., INC. 
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KESTERMAN #3446 retail price 


$12.50 (gold filled) 
$8.95 (stainless steel) 























GEMEX #454 retail price $14.95 
(gold filled) 


FORSTER #1440A (alligator) retail price 


$6.50 (gold filled) 
$4.95 (stainless steel) 





JACOBY BENDER #2030 retail price $7.50 (gold filled) 





Wholesale Jewelry Distributors 


15 West 47th Street, New York 19, N. Y. ° 


PLaza 7-6821 


107 








































Here's Your Key To 





FRATERNAL 
JEWELRY 
PROFITS 


W, HEN you have a customer for a Masonic, East- 
ern Star emblem—ring—tie slide—lapel button or 
jewel, for instance, wouldn't you like to be able to 
show an assortment of 275 items, illustrated full 
size, with prompt delivery from Harvey & Otis 
through your wholesaler, assured? You can, if 
you use your Harvey & Otis catalog. Using it can 
be the source of new profits for you, as it is for 
many alert retail jewelers. 


Harvey & Otis 


PROVIDENCE SZ RHODE ISLAND 


So 
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St. Joseph of Copertino 
lying Medallion 


designed by 
C. Paul Jennewein 





This medallion, not limited to a single creed, and made fam- 
ous during World War II as a special guardian of air travelers, 
is available again for the first time since 1946. 


Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 


S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 

S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 


104 East 56th St. New York 22, N. Y. PL. 5-4818 














BEAUTIFUL, IMPORTED HECO WALL CLOCK 





#140-64—$72.00 Keystene—This distinctive four- 
quarter Westminster Chime 8-day Clock is a masterpiece 
of craftsmanship. The exquisite Old English Chippendale 
design is enhanced with hand rubbed, antique dull 
finish in genuine mahogany or genuine walnut. Size 
16" x13". 

SEND FOR NEW CATALOG & PRICE LIST 


HENRY COEHLER CO., INC. 


Importers of fine clocks including Cuckoo Clocks, Westmins‘er 
Climes, 400-Day Clocks, ATO 1000 Day Clocks. 

101 FIFTH AVENUE NEW YORK 3, N. Y. 

1524 MERCHANDISE MART CHICAGO, ILL. 











JEWELERS ACCEPTANCE 
CORPORATION 


Financing for the Credit Jeweler 
"Thanks" to over 1000 Jewelers who have 
asked us for our assistance!! 

Let JAC’s financial experts show you how to: 
e Expand your sales-volume 

e Discount your merchandise purchases 

e Do effective cash buying 


e Improve your Credit Standing 


Add semi-permanent working capital to your 
business 


ALL INQUIRIES CONFIDENTIAL 


For complete details write or call one of the 


following officials: 
W. J. Botto ¢ L. R. Eisner 
JEWELERS ACCEPTANCE CORP. 


Chartered under New York State Banking Laws 
608 Fifth Avenue, New York 20, N. Y. 
PLaza 7-8680-1-2-3 
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RALPH EDWARDS wesexnis 


his Television Album 


“THIS IS YOUR LIFE” 


‘This Is 


N.B.C, TV 


oe .— Is — by OSCHL & Co. 


NORWALK ¢ CONNECTICUT 


These beautiful new Gibson “THIS IS YOUR LIFE” 
albums will be presented by Ralph Edwards, per- 
sonally, to every principal subject on his famous 
show . and 25,300,000 viewers will be eager to 
possess their own “‘THIS IS YOUR LIFE” memory 
books. The magic of Ralph Edwards’ sponsorship 
demands that every store feature this national pro- 
motion. Three editions are available to cover every 
age group—for baby, for wedding and general 
album, and can easily be personalized with a stamp- 
ing machine. Sold in several price ranges—made to 
the same uncompromising, high standard of all 
Gibson Books. 


WRITE — WIRE — CALL 
for a sample assortment 



























1927 | THE FINEST JEWELRY gQIW AMERICA 


P E 18 IOENTILIED BY 
: 17-25 + 


JEWEL 
Watehes 


Fine Masterpieces 
of the Swiss Watchmaking 
Industry 


Sold Throughout 
CANADA, THE UNITED STATES 
MEXICO, SOUTH AMERICA 
CUBA & THE FAR EAST | 





Sole Distributor 


CLAIRMONT TRADING CORP. 
565 FIFTH AVENUE 
New York 17, N. Y. — Plaza 9-7837-8 Cable Address CLAIRMOTRA 


Inquiries for agencies overseas invited. 


277 Halsey St, Newark 2 
MERE SEUeERNETERME MIO sR a NMR 
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SIDE-LINES 
WANTED 


Must be Good Quality 


WATCH STRAPS 
WATCH CASES & 
Kindred lines 


Top jewelry salesman calling on Whole- 
salers *¢ Watch Importers « Material 
Houses in Metropolitan New York area 
can handle a few additional select lines. 
Unusual opportunity to engage services 
of proven business getter. Write: 


Box “F., 1749” 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 

















NOW! You Can Sell 
College Rings 


at a FULL PROFIT, 
with No Investment! 


Here’s your money- 
making answer for your 
customer’s “What will I 
buy ?” gift problem. Sell 
to alumni or under- 
graduates from our il- 
lustrated, colorful cata- 
logue. Rings for any 
accredited college in the 
United States can be 
ordered, one piece at a 
time. No Die Charge! 
No Minimum Order! 





FREE! Send for selling catalogue, complete 
information, counter display card. 


COLLEGE SEAL & CREST COMPANY 


Dept. J-1 
236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 
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. 
that you profit from 


%& UNEXCELLED %& GUARANTEED 
BRILLIANCE CRAFTSMANSHIP 
*% FAST MOVING & PROTECTED 


PROFITS 


Beautifully 


DESIGNS 


© EARRINGS 
@ CROSSES 

@ PINS 

@ BRACELETS 
@ NECKLACES 


@ EASTERN STAR 
JEWELRY 


Pin 743--$4.00 Keystone, 
Just one of the many 
designs to choose from. 


PROTECT YOUR PROFITS WITH 
RHINESTONE DESIGNS BY 


WRITE TODAY! 
for free folder showing 
B. David’s new designs 
and proven best sellers, 





B. DAVID Representative will call 
a at your convenience, 
Only you, the jeweler, are permitted to 
sell this jewelry . .. none is sold to 





Department Stores or catalog houses. B. 
David also guarantees complete cus- 
tomer satisfaction. See the full line of 
designs in Rhodium or gold plate... 
prong set Austrian, machine cut stones 
in all new colors. 





2508 Vine 
Cincinnati 19, O. 






















ARLEN’S 


“CONTROLLED 

INVENTORY” PLAN 
Plus 

Dealer-Imprint 


*SUPER CATALOG! 


...be the leading trophy dealer 
in your community...carry the 
Arlen Trophy ‘‘Controlled Inven- 
tory” of fine trophies and 
awards... for every event! Arlen’s 
1955 Super Catalog contains 68 
pages of new designs in: 

e Genuine onyx, black-and-gold 
Italian Marble, white Pedrara 
and Mexican green onyx 

© General line of trophies in 
smart new walnut woods. 

e ‘‘Marbelette,’’ gem-like plastic. 

All available with ‘‘Rich-glo’”’ 

figures for every sport and every 

event and Priced Right! 


*Sold only through 
Authorized Dealers! 

















' 
: ARLEN TROPHY CO., INC. } 
- 50 Gold Street, Brooklyn 1, N. Y. : 
; Please rush me FREE-— details of your new “Selected Inven- ; 
: tory Plan,” plus the super 1955 catalog, and how I can use it : 
: in. quantity with my own imprint. : 
: FIRM NAME : 
+ NAME 
: ADDRESS 
: CITY ZONE___STATE JC-KI! 
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WANTED- EXPERIENCED SALESMAN 


for the 
LITWIN Diamond Ring and Mounting Line 


Please give full information in first 


letter. Write: Litwin and Sons, Inc. 


LONDON - PARIS - ANTWERP - NEW YORK 


114 West Sixth Street Cincinnati 2, Ohio 

















“Continental” . . . Real Sales Producers— 


"Continental" radios and radio-phonographs are selling .. . 
and repeating sales . . . BECAUSE they are designed fo sell 
and to entertain! 


CLOCK RADIO 
Model 1600 


Available with the original, ex- 
clusive NITE-LITE FEATURE for 
subdued light when and where you 
desire. Includes fine 5 tube super- 
heterodyne radio with all the fin- 
est features found in sets costing 
much more; genuine Sessions Auto- 
matic Electric Clock; appliance 
outlet; and many other features. 


enn ee ee ee ee ee ee ee 


CLOCK RADIO 
Model 45 


\,  Superheterodyne Circuit—High 
. "Q" Loop Antenna—4 Tubes 
i} including rectifie-—Alnico V 
} Dynamic Speaker — Sessions 
Electric Timer—Appliance Out- 
let—Polystyrene Plastic Cab- 
: } inet — Dimensions: 5" x 10" 
ee x 5", 




















THE MIGHTY MITE—Model 44 


The biggest little radio available .. . superheterodyne 
circuit; weighs only 2!/4 Ibs.; built-in loop antenna; 
full size Alnico 5 dynamic speaker; etc. 



































ponese 


Write for Details 


1632 N. Wells Street 
Chicago 14, Illinois 
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We are the largest man- 
ufacturer of radios for 


PRIVATE LABEL USE. 


Illustrated Literature Is Available Now . . . these 
models and our other products have so many desira- 
ble features that we suggest you write for completely 
illustrated literature . . . no cost or obligation. 








DISTRIBUTORS . .. . REPRESENTATIVES 


we still have a few choice territories available 


WRITE TODAY! 
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A most suitable Valentine's Day gift is 
this Speide! Photo-ldent bracelet. The 
man's model shown above comes with ster- 
ling front, stainless steel back; also 
in 1/20 10K gold filled, stainless back. 


This wee 14K gold filled lady's Eterna- 
Matic is water-resistant, self-winding, and 
has sweep second hand. It is avail- 
able in either strap or cord model. This 
model is priced to retail at $95, F. T. I. 


Beauty in 14K gold are these LeCoultre 
"120" watches. At left, "Lady Peg"; at 
right is “Lady Rose." Each has a fash- 
ionable semi-bracelet creation in l4K 
gold. Each retails for $120.00, F. T. I. 
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Longines "President Tyler’ is elegantly 
styled in 14K gold. With alligator padded 


strap, $130 F. T. |. Rhapsody "C" comes 
in either yellow or white 14K gold. It 
is priced to retail for $175.00, F. T. I. 


Elegance is added to stainless steel in 
this Mido "Forsythe'’ model. It is self- 
winding, water - resistant, retailing for 
$79.50, F. T. |. The "Forsythe" has Mido's 


“Powerwind' and '"Permadure" features. 





. They're yours 


"Mayfair Beating Heart" watch features 
an unusual heart on dial which “beats.” 
Retailing for $10.95, it is distributed 
in U. S. by Bayer, Pretzfelder & Mills, 
New York. It comes in heart-shaped box. 





Sandoz "Victor" is an unusually shaped 
gold filled automatic dress watch. The 
dial has I8K gold markers. "Victor" re- 


tails for $71.50, F. T. |. Distributed by 
Shriro Watch, Inc., 276 4th Ave. N. Y. 
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to profit by . - 


These modernistic cuff links are individ- 
ually hand enameled with cloisonne in 
delicate transparent and opaque shades. 
$5 to $12 per pair, retail. From Cellini 
Creations, 937 W. 12 Street, Los Angeles. 


A new horseshoe pendant comes in ster- 
ling silver, diestruck, rhodium finish, with 
23 hand - set brilliants. There is no 
visible connection between chain and the 
pendant. By Arbor Jewelry Co. $8.25 F.T.I. 


a @ OOO CO Ces 
© * 


Necklace model #233 is from the “White 
Magic" collection by Duane Jewels Co. of 
Providence R. I. Necklace has a unique 


center of rhinestone baguettes and White 
Earrings to match. $6.95. 


Magic beads. 





The Anson spring line features men's jew- 
elry in new shapes and sizes, and brings 
into play a wide selection of important 
fashion colors. Set 2HB3031 comes in en- 
ameled mosaic; priced to retail at $6.00. 





Genuine cloisonne "Floral Garland" com- 
pacts from the Zell Products Corp., of 
Norwalk, Conn. Cloisonne tops decorated 
with lifelike floral clusters of tinted 
Italian retails for $6. 


seashells. Each 
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An attractive traffic-builder is this new 
"Kiddie Kraft’ 10K gold diamond . locket 
and ring set. It is priced to retail ‘for 
about $10.00. This "Kiddie Kraft" set is 
from the line of Marathon Co., Attleboro. 





comes with 
inner lipstick, in-a-door powder compart- 
ment and combination bevelled mirror. The 
cigarette case holds king size or regular 


"Glamour Vanity" carryall 


$8.95 retail. Glamour Vanities. 
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cigarettes. 








To meet the increasing demand for Egyptian- 
type jewelry, A. Micallef & Co. is introduc- 
ing genuine scarabs mounted in 1/20-12K 
gold settings. Necklace (#9481) retails for 
$35, and the bracelet (9379) $14.00. 


Cultured pearl brooch and earring set, made 
in 1/20-12K gold filled. The set is priced 
to retail at approximately $16.50. It comes 
in an attractive gift box. Manufactured by 


White Mfg. Co., Inc., North Attleboro, Mass. 





An elegant twin ring, No. 114-T, contains 2 
cultured pearls and 2 large, round diamonds. 
Setting comes in a choice of 14K white or 
yellow gold. The ring is priced at $80, Key- 
stone. From Z. |. Levkov, 565 Fifth Ave., N. Y. 


Spring fashions by Morse Andrews feature a 
combination engine-turned and engraved 
die-struck patterns, in rhodium or in go!d 
plate finish. Tie clip made in the new and 
popular medium length. Retails for $3.50. 


Theyre 


. They're yours 


Representative of the new men's jewelry line 
for 1955 of Squire, is this bright cut, mod: 
ernistic, hand engraved set. It is priced to 
retail for $7.50. Squire is a product of the 
Taunton Pearl Works, Taunton, Mass 


Set 6672/5762 comes in 1/20-12K gold 
filled, with eight simulated amethyst, or other 
colored stones, and four simulated pearls. 
This set is priced to retail at $18.00, plus tax. 
From the Van Dell Corp. of Providence, R.|. 
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Monogram discs, heavy finished by Alice 
Jewelry, Providence, R. |. The large pen- 
dant necklace retails at $2; the brace- 
let retails at $1. The-e are available 
also earrings, cuff links, collar pins. 












For Valentine's Day gift shoppers is this The "Flair mayonnaise bowl combines 





ry line Manning Bowman Division of McGraw Elec- 
| mod: Reed & Barton sterling s‘lver heart-shaped graceful, fluid lines of crystal with the rich, tric Company is introducing this automatic 
ced to pin cushion, centered with bright red vel- dramatic accent of sterling silver. Match- Electri-Kettle for making instant tea, in- 
of the vet heart. "Sweetheart" pin cushion comes ing ladle is sterling. The retail price is stant coffee and other bot beverages right 
Mass, in an attractive box. Retail: $4.95, FTI. about $!0.00. From the Sheffield S‘lver Co. at the table. It is priced to reta‘l for $19.95. 
= "Theme" is one of Gorham's two new ster- Small boat owners will especially welcome To make light work of any mixing task, this 


pearls, 
Jus tax, 


e, Rl. 
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ling patterns. It is a sophisticated pattern; 
it has a cool, clean swept look influenced 
by the Scandinavian. The 6-pc. place set- 
ting is priced to retail at $32.50, FTI. 


this new marine compass. The dial comes in 
jet black, with white calibrations. Bin- 
nacle comes in either brass for $9.75, or in 
chrome for $10.50. Airguide Instrument Co. 





Westinghouse portable mixer has a motor 
powerful enough and beaters large enough 
to do any assignment. It has a Stop-N-Go 
switch; speed selector dial. Retail: $19.50. 


ical 








POOLE SILVER... 











TRADITION SitveérR SINCE 1893 





MEANS SALES EVERY MONTH OF THE YEAR 


ME NOCTHEE Pe 


POOLE SIL VER 


; 


NEWSPAPER MAT AD SERVICE 


FAMOUS POOLE ALBUM : For complete information about the Poole 


line and promotional activity, see your 


BIG COLORFUL CATALOG Poole distributor or write to the factory. 


POOLE SILVER COMPANY 


TAUNTON, MASS. 


NEW YORK. PHILADELPHIA CHICAGO 
366 Fifth Ave. 700 Chestnut St. 29 FE. Madison St 

















From Holland and the titled line of Royal Leerdam Glassware. This “Tango” 
stemware where neither function nor grace give quarter. In crystal or deli- 
cate steel blue. Included: goblets, sherbets, wine glasses — $21., sherries, 
cordials — $15., in dozens, list. 


A. J. VAN DUGTEREN & SONS 
210 Fifth Avenue, New York 10, N.Y. 


From Denmark and illustrious workers in 
Copenhagen Faience. An appealing figure 
that arrests music in the round. Lovely 


From Holland and the Meeuws Pewterers of the 
Hague. Cast with rare grace, a coffee server. The 
slender neck belies its practical capacity. Raffa 
over the handle. Two-cup size $15. Four-cup size 
$18. List. 





PEN ONIN pT 


CE ORES TPF OT MEPL RE STI I NEC I PEIN AORTIC TINE IEE TERT I TE TIT aM 


f oc -aiiiien: thtemenaieadl aaa io From Austria and the world’s oldest makers of cutlery. Viennese settings of stain- 
ane pt ar tanaka rab hich $38. less steel. Finest quality and substantial weight. Underplayed modulations to give 
ict “ sai eaaiat aici sophisticated prestige. $5.80 the place setting, list. 
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Waex Julius Goodman & Son, Memphis, 
Tennessee, recently opened a new store in its own modern 
building, the event marked the culmination of 92 years 
of jewelry merchandising in the Goodman family. The 
store was founded by Joseph Goodman, who came to 
Memphis from Germany and opened the store in its first 
location in 1862. He took his son Julius into the firm in 
1889. Today, Julius’ son, Joseph A. Goodman, operates 





Specializing in silver, as shown here, has brought unique 
success to Goodman's in a retail and mail order operation. 
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Striking front and a 35 foot 
sign distinguish new building. 





MODERNIZATION 


Three generations of Goodman's at opening of new 
store. Left to right, Julius, Joseph and Sally. 


bs | 


eo! i 





A New Setting for a Silver Specialist 


the store. Founder Goodman was a watchmaker and an 
expert silversmith. And for many years silver has been 
a very substantial part of Goodman’s total volume. 

Most of the silver business is sterling. Goodman’s does 
not stock any plated flatware but does carry high quality 
plated hollowware. Julius Goodman realized the im 
portance of handling sterling flatware, mostly in obsolete 
and inactive patterns, which are not generally carried by 
most jewelers. Today, the firm attributes its business and 
success to this specialization. Over the years, Goodman's 
has gained important experience in the desirable pat- 
terns and items of unusual silver and has accumulated a 
valuable stock. More than 500 patterns of obsolete and 
inactive sterling flatware, many of which are unobtain- 
able elsewhere, are carried by the store. In most cases, 
the firm can match the customer’s heirloom silver. Its 
stock consists of English, French and other foreign brands 
as well as Early American and modern pieces. Good: 
man’s specializes in taking incomplete or inactive silver 
patterns and exchanging them for new services from @ 
stock of over 50 modern patterns. 

The store is recognized as one of the world’s largest 
dealers of silver. Through mail order, a substantial part 
of the flat silver is sold nationally and, in many instances, 
to foreign countries. Goodman’s has also developed 8 
good local silver business in Memphis and has advanced 
with the city’s rapid growth. In addition to its retail 
trade, the store cooperates with other jewelers in supply: 

(Please turn to page 128) 
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“a: § brings extra profits with new, lovely Artwure 


silver 
rom 2 


T . . . . 
No other gifts in your store will be as The famous Lenox name sells itself. 
easy to merchandise, promote and sell And each charming piece is the same RETAIL PRICES: 


argest , ‘ 
1 pat as these lovely Lenox Artware pieces. superb quality as the famous Lenox VENETIAN CENTERPIECE .$10.95 


anal They combine prestige, quality, beauty, dinnerware. At once, your customers . NORDIC BUD VASE.... 3.95 
ped a and usefulness at a wide range of invit- will recognize the outstanding value of . GOURMET SALAD BOWL . 11.95 
-anced ing prices. Created by top artists, each this exceptionally beautiful Artware. CASCADE PITCHER .... 11.95 
retail lovely piece is handcrafted. The designs And an attractive display of Lenox Art- . MILKMAID PITCHER ... 95.95 
upply- suit modern or traditional interiors... ware will add prestige and distinction CRESCENT VASE 6.95 
with exquisite taste! to your gift department. LYRE CANDLE Sticks . . 12.50 pr. 
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A Contest Lets 
Women Show Their 
Table Setting Skill 


D. Roy Jewelers, Tucson, Arizona, needed 
a traffic builder and decided on a table setting contest. 
It was designed to really get the public into the store. 
Everyone was invited to “View and Vote.” This invita- 
tion was extended not just once but twice. by dividing 
the table top fashion contest into two phases during the 
week it was held. Thus potential customers visited De 
Roy’s twice. Nearly a thousand people voted for their 
choice, and store traffic exceeded this figure. 

Mrs. De Roy contacted the president of the combined 
Council of Garden Clubs in Tucson, Mrs. Jefferson Davis, 
and they worked out the details of setting up the con- 
test and selecting the contestants. Seven garden clubs 
in Tucson took part in the two-phase contest. These 
seven tables were judged on Monday, Tuesday and 
Wednesday. Then each of the clubs reset its table and 
the entries were again judged the rest of the week. 
Ballots were provided to the general public so that all 
interested persons could vote. The seven table themes 
were buffet, wedding, informal luncheon, formal dinner, 
holiday dinner, after-the-game buffet and breakfast for 
two. Each garden club set two different themes, and this 
allowed the contestant clubs more opportunity to display 


\22 







CHINA and GLAss 


This buffet table top fashion was one 
of the settings made by a local garden 
club. Nearly 1,000 people responded 
to the invitation to "View and Vote," 


The table setting contest votes were 
counted by Jack Sakrison, local bank 
president, while club women smilingly 
watched. Photo was in Tucson papers, 





their talents. All silver, china, crystal. table linens and 
accessories were furnished by De Roy’s. Flowers and 
greenery were provided free of charge by a Tucson 
florist. 

The event was given good publicity in the Tucson 
newspapers. On Thursday of the week before the contest, 
a write-up appeared in the Tucson Daily Citizen with a 
four column picture. Another good article, with a large 
picture, appeared in the Sunday edition of 7’he Arizona 
Daily Star. Both of these pictures showed the ladies of 
the garden clubs preparing for the contest. On Sunday 
and Monday of the contest week, De Roy’s ran large 
newspaper ads. Copy read: “De Roy Jewelers and the 
combined Garden Clubs of Tucson invite you to View 
and Vote on a Table Setting Contest.” A panel in these 
ads was devoted to the flower shop that furnished the 
free flowers. A similar ad was run in the middle of the 
week on the second phase of the contest. 

The event was noted for its close community tie-in 
with the many members of the seven Tucson garden 
clubs. An additional tie-in was extremely interesting: 
Jack Sakrison, president of the Southern Arizona Bank. 

(Turn to page 130, please) 
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STONE 


A quick look at the Fostoria 
Bulletin Board will tell you when 
and where to find us. 

We’ve got some wonderful new 
ware to show you. New patterns 
and new colors with a lot of eye 
appeal (and sales appeal!). 

And something brand new for 
Fostoria. Medium-priced tum- 


FOSTORIA GLASS COMPANY 
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blers (handblown in iron molds) 
specifically designed for you to 
sell with contemporary earthen- 
ware patterns. We call these 
tumblers “Modern Primitives”. 
Be sure to look for them when you 
visit our room. We think you'll 
like them—and the merchandis- 
ing aids that go with them. 


m(Wescear 


MADE | NUSA 


MOUNDSVILLE, WEST VIRGINIA 
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by MADELINE LOVE 





S this is written, in mid-December, it is becoming 

obvious that Christmas buying is going to break a 
few records this year. Stores are jammed and people are 
spending money—so much so that economists predict a 
3% increase in sales over December, 1953. 

You are reading this in early January and you know 
whether the prediction was true or not. If it was true, 
then you certainly must have a store-full of depleted 
shelves—and we hope you are right now at the Pitts- 
burgh china and glass shows buying new things for the 
year ahead. And from all the advance information we 
were able to get, there are to be a great many interesting 
new things with which to fill those shelves. 

This is also true of those china and glass importers 
and manufacturers who do not exhibit at Pittsburgh. Most 
of them point their sights at this time of the year and 
bring out their newest designs to be ready for the influx 
of retailers who come on to New York after they have 
visited Pittsburgh. 

All told, January is a fruitful time in the china and 
glass market and even though you may find it an awk- 
ward time to be away from the store—as many retailers 
do—it still presents the best and easiest way for you to 
inspect all of the new designs. 

In looking over the exhibits, both in Pittsburgh and 
New York, you will probably become more aware than 
ever of a sort of groundswell of style development. To 
describe it, one might resurrect such Victorian words as 
“dainty,” “refined,” “pretty.” It is really more sophis- 
ticated than these words indicate, of course, but there 
is a definite interest in delicacy of line and in the pastel 
colorings. Pink, for instance, will appear in a great many 
dinnerware patterns and in correlated glassware, often 
combined with tones deepening from pale gray through 
charcoal to jet black. 

Don’t let your customers get ahead of you in recog- 
nizing this trend toward restraint of design. They make 
the trend, really, because consciously or unconsciously 
they have become weary of both stark simplicity and 
splashes of brilliant color. In time, their tastes will 
change again but at the moment we are in a transitional 
period of styling and the smart retailer must be ready 
to follow the trend. 





% 3 % 


OULTON & CO., INC., gave a press luncheon 
December 8 in the Plaza Hotel, New York, to 
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introduce two new coupe shapes in dinnerware, one jn 
bone china and the other in earthenware, and the new 
patterns created for them. 

Introduced by Doulton & Co.’s president, William J, 
Carey, their American designer, J. Russell Price, told of 
the long period of research and market-testing which 
preceded the production of the new coupe shapes and 
decorations. The results are forms which, to quote Mr, 
Price, “feel good in the hand,” are light in weight and 
well-balanced. Four patterns decorate the bone china— 
a three-dimensional pink rose, a center of Indian corp 
and thistledown, and a delicate linear border done jn 
either pink or gray. The earthenware shape is done with 
a rippled texture, decorated or undecorated, with the 
hollowware appearing in turquoise. 

* % * 
HE H. E. Lauffer Co., New York import house, has 
named Lee Kennedy & Associates of Atlanta, as sales 
representatives in the Southeast territory; Jerry Young, 
of Pasadena, Cal., for the West Coast, including Cali- 
fornia, Oregon, Washington and Nevada; and Sam 


Johnson, of Houston, Tex., for the Southwest. 
*% * * 


KATHERYN DORFLINGER 





ILLIAM F. DALZELL, president of the Fostoria 

Glass Co., Moundsville, W. Va., has announced the 
appointment of Mrs. Katheryn Hait Dorflinger as di- 
rector of public relations and product promotion, 
effective January 1. 

Mrs. Dorflinger has, for several years, been with the 
Midhurst Importing Corp., and the Midhurst China Co., 
as director of advertising and promotion. Before that, 
she had been associated with Steuben Glass as historian 
and lecturer at museums, colleges, and women’s clubs 
throughout the country, and at one time was a member 
of the staff of the Cleveland Museum of Art, devoting 
her attention to the history of glass. Her interest in 
glass is a natural one, the name “Dorflinger” being 
associated with some of the finest glass ever made in 
this country. 

An article by Mrs. Dorflinger, giving many suggestions 
for the merchandising of china and glass in the jewelry 
store, appeared in the December issue of JEWELERS’ 
CIRCULAR-KEYSTONE. 

%& * *% 
HANGES in the sales set-up of the Ebeling & Reuss 
Co., Philadelphia import house, are effective January 
1. At that time, Joseph Cebula will take over the state 
of Pennsylvania, exclusive of Philadelphia and suburbs; 
John F. Hogan will have Philadelphia and suburbs in 
addition to Delaware and the eastern shore of Maryland 
and Virginia; and George W. Ebeling will’ have the 
(Please turn to page 128) 
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FIVE FOR 755 


H. &. LAUFPER: CO... ING. 
230 FIFTH AVENUE: NEW: YORK 1.: N.Y. 


ARZBERG AT THE SHOWS: 
ATLANTA, TAFT HALL, BOOTH 121-122, JANUARY 16-19 ®@ LOS ANGELES, 
ALEXANDRIA HOTEL, ROOM 602, JAN. 23-28 ® CHICAGO, LA SALLE HOTEL. 
ROOM 304, JAN. 31-FEB. 11 *© DALLAS, BAKER HOTEL, ROOM 424, FEB. 20-24 









They’re New... 









e-Lop Fashions | 


New Jet Black treatment in Arzberg china 
in semi-gloss with white edging, made in 
tea, coffee sets, serving pieces; comple- 
ments both plain white or decorated ware. 
From H. E. Lauffer & Co., Inc., New York. 










"Celeste'"—new pattern in Jaeger china From the old Whitefriars factory in Eng- 'Fascination''—new contemporary design in 

from Bavaria is delicate flower and fern land, ''Bradfield'' design in hand blown white Franconia china—dusty rose floral bi 
group in pink, green and gray with plati- crystal stemware—has "chessman" stem and with gray-beige leaves, platinum bands; 5 
num rim; 5-pc. setting retails for $11. broad, tiltproof base. Now distributed 5-pc. place setting, about $8.95 retail, r 
From Ebeling & Reuss Co., Philadelphia. by R. F. Brodegaard & Co., Inc., New York. From Herman C. Kupper, Inc., New York. 
New "Brocade" pattern in china shows a Cream jug in "Blue Pot'' design in Spode's Series of whiskey decanters from Bavaria S 
garland of white blossoms on background Lowestoft body—reproduction by original made in heavy crystal, richly cut by hand d 
of pink, blue, or gray with a _ platinum Josiah Spode of dinnerware imported from and highly polished; the average retail te 
trim; 5-pc. setting retails at $15.50. China in 17th and I8th Centuries. From for pieces in the group is about $7.95. 






By Flintridge China Co., Pasadena, Cal. Copeland & Thompson, Inc., of New York. From Geo. Borgfeldt Corp., of New York 
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,.» Lhey’ll Be Selling 


and Home Accessories 


"Pink Radiance''—new border decoration in 
subtle pink with platinum edge, on new 
coupe shape in Royal Doulton bone china; 
5-pc. setting may be retailed for $18.50. 
From Doulton & Co., Inc., of New York. 


Simple in line is this decanter and cor- 
dial set in Swedish crystal—the decanter 
to retail for $5 and six cordial glasses 
retailing for $4.50. They are stocked by 
D. Stanley Corcoran, Inc., of New York. 
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Covered soup bowl on fixed leaf stand in 
Queen's Ware (retail $9.75) is set on 7" 
black basalt plate ($3.25), served on a 
Windsor Gray Traditional plate ($1.25). 
From Josiah Wedgwood & Sons, Inc., N. Y. 


A 1955 Good Design selection is this Royal 
Leerdam crystal glass from Holland; 9 
piece set with decanter and 8 glasses in 
gift box mat retail at $18. Distributed 
by A. J. Van Dugteren & Son, Inc., N. Y. 








New is this light and graceful design of 
birds done in tones of brown on "Prima- 
vera" shape; called “Ebb Tide," it is an 
artist's conception of flight in the sky. 
From’ Haviland & Co., Inc., of New York. 


New "Clover" pattern on "Saturn" shape 
in Tirschenreuth china from Bavaria, done 
in natural colors and finished with gold 
edge; 5-pc. setting retails at about $II. 
From Paul A. Straub & Co., Inc., N. Y. C. 








Speaking of China O introduce a series of new designs, the Syracuse ” 
Ornamental Co. gave a press breakfast December 15 7 

at the Syroco Galleries, 225 Fifth Avenue, New York ~ 
states of Virginia, Maryland and the District of Designed by Harry Laylon, the new items include three 3 
Columbia. new wall clocks with correlated brackets and scones: — 
massive wall reliefs in carved Syrocowood, in 12 dif. : 

ferent styles and in different finishes; a group of mirrors, | 

and a series of occasional clocks for TV cabinets, tables. ” 

mantels, shelves, finished in Metalgold and other effects, 7 


(From page 124) 


* * % 


HILIP R. DISTILLATOR, president. and C. —. | 

Baumle, sales manager, of the Royal Jackson China _ 

Co. and Vogue Ceramics Industries, have been spending © 

some time in Europe. They went first to the Val St, 7 

Lambert glass factory in Belgium, later going to the » 

Sevres factory in France and the British Anchor Pottery 4 

in England. All of these factories are represented here 

CARL KJORLIEN ROBERT SULLIVAN by their companies. 


OHN M. TASSIE, executive vice president of Lenox, A Silver Specialist 

Inc.. china manufacturers, has announced the ap- (From page 120) 
pointment of Carl J. Kjorlien as vice president in charge 
of sales; and Robert J. Sullivan, vice president in charge 
of advertising and promotion. 


ing them with inactive and obsolete patterns for which © 
they have calls. q 

Goodman’s valuable experience with sterling silver ig — 
Mr. Kjorlien has been with the Sheaffer Pen Co. since advertised in THE JEWELERS’ CIRCULAR-KEYSTONE, where _ 
1939, serving as general sales manager for the past few the firm offers its services to other jewelers and offers to 
years. Mr. Sullivan has been with Lenox for seven years, buy sterling in any quantity. National advertising ig” 
starting as New England sales representative and later carried to the consumer in such publications as House 
becoming manager of advertising and promotion. Beautiful and Sunset. Goodman’s does not issue a cata: | 











Nationally Advertised 


i Seneil of 
Besusion 


OPEN STOCK 
DINNERWARE 


by 
TIRSCHENREUTH 


The May flower 
Pattern No. 2550 


Available in open stock, 
5 piece place settings, 
94 and 64 Piece Sets 


PAUL A. STRAUB & CO... INC. 
Established 1915 
19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 
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COAST-TO- COAST 
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SHOWROOMS: 


CHICAGO—Merchandise Mart 
4 NEW YORK-—225 Fifth Avenue 
. LOS ANGELES—Brack Shops 


& 
Lace Lovelies ae ee ane 




















Lefton's new lace lovelies in 
pastel pink and white porce- 
lain with Dresden-type por- 
celain lace. Superb detail 
and workmanship. See these 
charming new figurines at all 


major gift shows. 
Retail from $1 to $6 each 


A helt. Son 
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GEO. ZOLTAN LEFTON, Imports. 
All lmports are shipped: 


F.0.B. Geo. Z. Lefton, Chicago Warehouse or WRITE FOR OUR MAIN OFFICE and SHOWROOMS, 
: 1550 Merchandise Mart 


Chicago 54, Illinois 





F.0.B. Lefton-Pacific Inc., Los Angeles Warehouse COMPLETE CATALOG 











logue, as the stock changes too frequently to make this 
practical. 

A feature of the new store’s design is unusually large 
windows. made to display large hollowware items, in- 
cluding tea services, urns, candelabra and large trays. 
The store is made outstanding by a front made of Verde 
antique green marble. It was chosen for its beauty and 
dignity. This marble also stands wear and tear much 
better than average marble. The store is marked by a 
sign that is quite large and strikingly simple in its design. 
It is about four feet wide and 35 feet in height. One of 
its outstanding characteristics is that it requires no un- 
attractive guy wires for support, as it is extended on two 
steel beams built into the structure of the building. It 
is illuminated with neon tubing in white and green on a 
background of the same colors. 

Opening events included newspaper advertising, a long 
write-up in the Memphis Commercial Appeal and a special 
showing of old Sheffield and Victorian plate and diamonds 
and diamond jewelry. Appropriately enough, the sou- 
venir gift of the opening was a free bottle of a good 
brand of silver polish. Mayor Frank Tobey of Memphis 
cut the ribbon at the opening ceremony, and the first to 
cross the threshold were three generations of Goodman’s: 
Julius. his son, Joseph, and his granddaughter, Sally. 


aged 5. 


Table Setting Skill 


(From page 122) 


was selected to count the votes. Good publicity on this 


appeared in the Daily Citizen, which ran a large picture 
during contest week with the heading, “They don’t even 
trust a bank prexy to count votes.” Surrounding him in 
the picture, as he tallied votes from the ballot box, which 
was wrapped in De Roy gift paper, were three gracious 
ladies. The caption described the scene with these 
words, “Checking to keep him honest are Mmes. C. F, 
McFall, southern district garden club chairman for Ari- 
zona; Herbert Krucker, president of the Tucson Junior 
League; and Jefferson C. Davis, president of the Tucson 
Council of Garden Clubs.” 

After the contest was over, two articles appeared, one 
in each Tucson newspaper on the winners in the competi- 
tion. First prize was $25; second prize was $15, and 
third was $10. The Trowel and Glove Garden Club and 
the La Sierra Garden Club took first prizes. Second 
prizes were awarded to the Amphitheatre Garden Club 
and the Tucson Garden Club. Third prizes went to the 
Desert Garden Club and the La Madera Garden Club. 
By dividing the table top fashion contest into two 
phases, six of the seven clubs were able to win prizes. 

After the contest and judging were over, De Roy’s ran 
a large ad with a picture of the setting that won first 
prize. The ad was headed, “Prize-winning tables start 
at De Roy’s.” All the silver, china and glass patterns 
were identified by brand in the ad copy and prices were 
listed. The store also announced the winners in the ad. 

Excluding the $100 cash prizes, the cost of the con- 
test totaled less than $3. Though many items were pur- 
chased for the contest, they will be sold by the store, 
since they are regular merchandise. 








‘THE MOST POPULAR BUYERS’ MARKET IN AMERICA 
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ALLIED 
GIFT and 
JEWELRY 


Spring Market 
FEBRUARY 20 thru 24 


HOTEL ADOLPHUS 
DALLAS, TEXAS 


DENVER 
GIFT ana 
JEWELRY 


Spring Market 
MARCH 4 thru 8 


ALBANY HOTEL 
DENVER, COLORADO 


... The Finest Lines ! 


Sponsored by ALLIED EXHIBITORS INC. 3832 Wilshire Blvd - Los Angeles 5, Calif. 
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Gold-filled ZIPPOS! 
























Exquisite engine-turned design 
on gold-filled case. $20, 
plus federal tax. 


Engraved gold-filled Zippo— 
in a design voted the favorite 








by an actual buyers’ panel. 


For men or women. $20, plus federal tax. 























Sheer golden dignity! 

Perfect taste! Only $18, 

plus federal tax. Other Zippos, 
including sterling, heavy chrome 


...big new profit item for you! 


plate, colorful ceramic and 
solid gold, $3.50 to $192.50, 
tax included. 





The best-made and most dependable and free repair, at the factory, by the 


lighter in the world—Zippo— experts who made them. 
now comes in three luxurious 10-kt. The beauty of these new Zippos is 


gold-filled models. They’re specially clean and modern... and they sell at 


designed with your customers in mind! a perfect jeweler’s steve price. 
Zippo quality is underscored by See... stock... sell Zippo’s 

its unique and remarkable guarantee. new GOLDEN TRIO! 

Like every one of the millions 

of Zippos in use around the world, O 

these jewelers’ Zippos carry our ZIPP © 

unconditional promise of quick ALWAYS WORKS—OR WE FIX IT FREE 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
in Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 
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You've checked your merchandise . . . but have you checked 
your BOX supplies? Better do it now . . . and figure what you'll 
need ALL YEAR. Then, concentrate ALL your BOX purchasing 
in ONE ORDER . . . and get that order NOW... 


own protection. 


for your 


Buy direct from factory. Save money. Take ad- 


vantage of quantity discounts. You can assure your- 





self of adequate supply at all times without risking 
disappointments in delivery. 


MAIL COUPON FOR CATALOG 


Get your name on the list for the next edition of 
Pictorial’s catalog. Select the boxes and wrappings 
you'll need for the rest of the year and be ready to 
place your order when our salesman calis. 


gtoek, 


©. 
PICTORIAL PAPER PAGHAGE CORPORATION 


15116 MERCHANDISE | MART 232 SOUTH LAKE STREET 
CHICAGO. ILLINOIS AURORA, ILLINOIS 


“THE PACKAGE IS PART 
OF THE PURCHASE” 


(COUPON) 


Pictorial Paper Package Corp. 
AURORA, ILL. 


Please send complete catalog of gift and jewelry 
boxes, including prices, and discounts covering 
your complete line of packaging needs. 


Name 





Firm 
Address. 
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Crystal 


-.. Bradfield 


The inherent skill of craftsmen in the making 
of fine handmade crystal for almost three cen. 
turies is admirably portrayed in this moder 
design. 

Available in complete stemware suite. 


Prices on request. 


* pittsburgh china & glass show 
room 814—<carlton house 


R. F. BRODEGAARD & CO., INC. 225 fifi jgrene 





ode since 1770 


THE WFINE ENGLISH 


DINNERWARE 


COPELAND 
rend 


P ODE 
Esa 


ENGLAND 





Fine English Earthenware 
English Bone China COPELAND CHINA 


Lowestoft Stone China 


Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 
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Luxurious designs hand-cut in Bavarian lead crystal and 
brilliantly polished, these handsome pieces are part of the 


“CORONET” 


assortment of vases, bowls, footed bon-bons, fruit bowls, 
sugars and creamers. 


Group includes 12 different items 
with average retail price of $5.50. 


Packed 72 units to case 
(six of each unit) 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44.60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 44 York St. 
Los Angeles, Calif. Toronto, Ont., Canada 














NATIONALLY ADVERTISED 


FRANCONIA CHINA 


One of Europe’s Finest 







BEAUTY 
AND 
QUALITY 
THAT 
JEWELERS 
DEMAND! 


. a wide selection of Traditional, Transi- — 
tional and Contemporary patterns to suit 
even the most fastidious customers who look 
to jewelers for the “exceptional” in fine china! 


“"ARGENTA" . . . Delicate blue-grey Acan- 
LOW 3 thus leaf border on pure white translucent 
pt ta ono china in a Louis XV shape, trimmed with 
$17.00 retail for oo finest Platinum. 5-pce. Place Setting with 
Place Settings. AIL N.Y. 1034,” dinner plate: $13.95 

Open Stock. (Slightly higher South & West) 


HERMAN C. KUPPER, INC. 
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FRANCONIA CHINA 
is HIGH in quality and 


39-41 West 23rd St. 
New York 10, N. Y. 


im te)\,aner-tal 


we afford 
to give you 


\ 110% protit? 





Holds 

service for 12 
Solid wood 
construction 




























Mahogany finish 
PACIFIC 
CLOTH LINED 


Your cost: $3.00 
Retail: $6.75 


Solid 

wood construction 
Mahogany 

grain finish 
Holds 

service for 12 
Brass hardware 


Your cost: $ 5.95 
Retail: $12.95 


VOLUME PRODUCTION makes it possible! 


Take Pilliod’s #300 for example. Easily a 
$6.75 value by anybody’s standards—it costs you 
only $3.00. Your profit is $45 on twelve 
chests (sold in dozens). The +337 chest 
sells for $12.95, but you pay just $5.95 each—on one 
or a hundred. $7.00 profit on each chest! 
Place a trial order now, and get acquainted 
with these sensational values. 
All prices f.0.b. Swanton, Ohio. Send 
for catalog of complete line. 


The PILLIOD Cabinet Company 


















INVENTORY Time 
Is The Easy Time to Install a 


Stock Record 








A WELL PLANNED AND PRACTICAL 
STOCK BOOK WILL GIVE YOU:— 


A SALES ANALYSIS AND BUYING GUIDE that helps you 
think in terms of INVENTORY-TURN-OVER and prevents tying- 
up working capital in slow-moving and dead stock. 

A compact and permanent record that you can continue 
to use without changing or recapping as long as you continue 
in business. 


An inventory that would be indispensable to show the in- 
surance company to prove your losses in case of fire or 
burglary. 

A numbering system using an index, making it possible to 
quickly and easily check the sold articles of mdse. off from 
the stock book daily, weekly, or monthly from your sales 
records. A method that makes your next year's inventory a 
simple job. 

An easy way to restore a lost tag on any article of stock 
without guessing. A stock record that will enable you to re- 
order mdse. quickly. 

The advantage of having an inexpensive source of supply 
for small quantities of replacement sheets cheaper than you 
could make your own. 





SOUDER'S BUSINESS RECORD 


A Simple, Direct and Effective Method for Keeping 
Income-Tax and Management Information 


It tells the boss: 
Profit or Losses EVERY MONTH 


Assembles all data on two pages—Making Income Tax reports 
easy without rewriting several times into numerous books with 
a series of debits and credits. 


You will know at all times: 
YOUR NET WORTH YOUR OBLIGATIONS 
YOUR TOTAL STOCK VALUE 
We offer you—not merely a record of sales and expenses, 


for this is truly a Safety System. No loss in Merchandise, 
cash or accounts can be possible, without you knowing it. 


Simple enough so anyone with ordinary ability and without 
knowledge of bookkeeping can understand and keep it. 
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Please send on approval: [] STOCK RECORD [] BUSINESS RECORD : 
suitable for (] large (] medium [] small size jewelry store. We agree 
to pay transportation charges. a 
i] 
i] 


‘ 
t 

i] 
ADDRESS ; 


SOUDER'S SAFETY SYSTEM 


1 
' 
i 
883 BROADWAY (EST. 1919) ALBANY 4, N.Y. { 
\ 


ee 








by “Woethamplon 


For New Goods or Repairs 


B. Cap Lifter (Hook Type 
D. Cheese Scoop 


A. Bottle Opener (Ring Type) 
C. Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 








NORTHAMPTON CUTLERY COMPANY ¢ 














NORTHAMPTON 2, MASS: ® ESTABLISHED 1871 








If it’s fine...it’s 


Biinlredge <7 Crm 


Chatice 


An exquisite blending of traditional and modern design, 
CHALICE features graceful sprays of soft grey wheat on 
fine translucent ivory china. Available in standard shoul- 
_. finished in gleaming platinum 


der or coupe shape. 


$13.50 a five-piece place setting. 
FLINTRIDGE CHINA CO., 350-380 S. Raymond, Pasadena 1, Calif. 
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Can You Top This? 


At S and M Jewelers, Helena, Montana, owner 
Babe W. Stoner asked a lady customer if she would 
like one of their new calendars for next year. 

The lady replied very politely, “No, thank you, 
I still have the one from last year!” 

Now there’s a gal to make time stand still. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 





will be used in story unless request is made to omit it. 








Disabled Veteran Becomes 
Community Watchmaker 


George R. Wilson is a much decorated veteran of both 
| World Wars. He states he was the youngest American 
in the Allied forces during Warld War I. He is disabled 
in the heart, lungs and other vital organs. Yet, through 
the skill of watchmaking he has been a self-sufficient 
citizen for many years. 

He has worked in American and Swiss watch factories, 
and he has been a watchmaker-salesman in first class 
stores in Philadelphia and New York. Recently advised 
by the Veterans Administration to leave New York City 
to better his health, he settled upstate in Schenectady. 
After six recent years of total disability, he opened a 
new store when his health improved. 

Wilson located his store in a town near Schenectady 














called Scotia, which has a population of about 8,000. He 
investigated the possibilities of locating in Scotia by the 
simple procedure of walking through the town, meeting 
people and asking them if they would be glad to have a 
watchmaker of his experience open a store. Nearly 
everyone was in favor of it. 


Wilson opened the Swistyme Watch Co. in Scotia, and 
has found the watch repairing business to be very good. 
He also sells custom made watches to his customers. 
They can select their own movement, case, dial, band 
and other parts. Wilson assembles the watch within 24 
hours, electronically tests it and guarantees the _per- 
formance. He also plans to merchandise his assembled 
watches to other retailers, and will have salesmen on the 
road in the near future. 





Can You Top This? 


When Jack Wallace of Oneida, N. Y., was working 
in the W. S. Hinman store in that city, he had a lady 
customer who brought in a ring to be enlarged. She 
was going out of town the next day and was worried 
about getting her ring back in time. Indeed she was 
so anxious she offered the jeweler this bit of advice: 

“Be sure and put that ring to soak right away 
so it will stretch by tomorrow!” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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GOLD ° SILVER ° 





| 
Strictly Refiners 
Not Manufacturers 


of J ewelry 


|| 








21 West 46th Street 








Metals of Guaranteed Purity 


PLATINUM ° 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


| W. solicit your Sweeps - 


Filings—Scrap Gold and 


Platinum—Metals 


Your Ol Gold Shipments 
WILL RECEIVE 


Special Attention 
Kastenhuber & Lehrfeld., Inc. 


Tel. JU 2-2320 
Est. 1895 


* 


PALLADIUM 


wa York 36, 


* 
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It’s easy! It’s profitable! Now Ready— 4 


29th ANNUAL REPORT on the 


STAMP NAMES or DIAMOND INDUSTRY, 1983 
MONOGRAMS ) 














Namond 


industri 


NOW YOU CAN RENT 
the simple, easy-to-use 
KINGSLEY 
MACHINE 

Write for details 











Get a copy of this 12 page booklet showing the world's output of 
diamonds, importations, trends in fashions and retailing of diamond 
jewelry and a wealth of other information valuable to anyone 
importing, cutting and selling diamonds. 


PRICE POSTPAID 50 cents a copy 


Remittance must be sent with all orders—no charge accounts opened 


KGET Gf Fi RINS MACHINE CO. THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street New York 17, N. Y. 


f a BRACELETS x 


Illustration : Actual Size 


& 
a Slallare 4” 1/20-12 Kt. GF. 4> Keystone 4 


a Areeioety Boxed ( 
also with 3, 4, 5 or 6 plates for (@) 
Grandmothers or Mothers bracelets 3) 


ADDITIONAL PLATES IN BRACELETS 25¢€ ea. keystone 




















NEW DOVE PENDULETTE, 


A brand new big brother in 
the famous Lux family of Pen- 
dulettes! Ornately finished in 
black, mahogany and gold. 
Bird bobs up and down as pen- 
dulum swings. A delightful 
gift—wonderful for children. 


No. 314, retail ...... $3.98 * 





% SOLD ONLY TO RETAIL JEWELERS Ys 
Walter H. McKenna & Co., Inc. (C): 


PROVIDENCE ® RHODE ISLAND 








< DATE MINDER—ELECTRIC CALENDAR CLOCK 
rigging yee SELL AMERICA'S MOST 


the day, the date, the time! 
Superbly styled in flame red, 
metallic bronze, ice white, eb- P R 0 F / TA B [ E [ | N E 0 f 
ony, antique yellow. Ideal for 
any home, shop or office. 


No. 5120, retail ..... end 10 KT. AND GOLD FILLED 
EARRINGS & BRACELETS 


Sold Through Wholesalers Only 


JMS Jewelry Manufacturing Co. 


256 -LIBERTY STREET, BLOOMFIELD, NEW JERSEY 





YOUR TIME-REMINDER LINE 


*Add Federal Excise Tax 


THE LUX CLOCK MANUFACTURING CO., INC., WATERBURY, CONN. 


World’s Largest Manufacturer of Quality Earrings 
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Administration to Drive 
For National Sales Tax 
As Source for New Revenue 


The jewelry industry’s drive to get the 
present 10 per cent excise tax reduced or 
eliminated is going to run headlong into 
a drive by Eisenhower Administration offi- 
cials for a broader national “sales tax” 
and the determination of leaders of the 
party now in power in Congress to limit 
any tax reductions this year to increasing 
individual exemptions. 

Most informed tax officials are skeptical 
that any general tax cutting will come out 
of the session of Congress which opens in 
January. 

But there is a possibility that a com- 
promise might give each of the three con- 
tenders a little scrap of relief. Here is 
what is being discussed behind the closed 
doors: 

Treasury Secretary George Humphrey 
and President Eisenhower are believed to 
be still planning to seek a general “tax 
on the value of manufactured products”— 
a national sales tax. This is unpopular 
to everyone but the government, although 
some industries are not too strongly op- 
posed if the tax is applied uniformly to all 
industries. 

Democrats, who would like to give re- 
lief to the “average taxpayer” in the form 
of a $100 increase in the present $600 
individual income tax exemption, are afraid 
they will have to hold back at least until 


1965 with a $5 billion budget deficit 
probable. This increase would cost the 
government $2.3 billion a year in reve- 
nues, 


Industries with excise taxes would like 
to see them removed, or at least reduced. 
Some of the competitive disadvantages 
would be removed, however, if the tax 
were spread uniformly across the board. 

There are rumors that a five per cent gen- 
eral excise tax may be in the offing—it 
would add generously to Secretary Hum- 
phrey’s revenues and help reduce the def- 
icit; it might permit Congress to give 
some relief to individuals, and it would 
lower excises on individuals, and it would 
lower excises on industries now covered 
and remove some of the competitive dis- 
advantages they now suffer. 

The government collected $209,256,000 
in excise taxes on jewelry for the year 
ended last June 30, compared with $234,- 
659,000 for the 12 months ending in 1953. 
Total manufacturers excise tax collections 


FOR JANUARY, 1955 





amounted to $2.6 billion, down $200 mil- 
lion from the previous year, the Internal 
Revenue Service reports. 


Survey Shows 70% of All 
Retailers Are Faced With 
Discount Competition 


Discount selling is now taking 18 per 
cent of the consumer’s dollar, according 
to a recent survey, and is becoming increas- 
ingly important as competition is tight- 
ened by other factors. 

\ survey by the U. S. Chamber of Com- 
merce reveals that 70 per cent of all re- 
tailers are now faced directly with discount 
competition—and a healthy 15 per cent 
are cutting their own prices to meet it. 
Discount sales now amount to about $25 
billion a year and are still rising, the 
survey says. 

As a result of the scope of discount sell- 
ing, more and more retailers are pressing 
manufacturers for either equal price treat- 
ment—and some are getting it—or urging 
them to drop their fair trade prices. 

One manufacturer, General Electric 








Corp., a standout in fair trade policing, 
has decided to drop its “suggested” prices 
on its major appliances. A large depart- 
ment store chain operating in a number 
of cities has also joined the growing 
number of outlets which are cutting prices 
on items footballed by the discount houses 
and de-emphasizing them in order to keep 
in competition. 

All this is leading many retailers to 
wonder—is fair trade dead, dying, or only 
sick? This attitude is being felt in Wash- 
ington where pressures are steadily mount- 
ing to do away with retail price mainte- 
nance laws. In Congress, where the main 
battle will be fought, the recent elections 
placed a friend of fair trade in charge 
of the House Commerce Committee, but a 
foe as head of the powerful House Judici- 
ary Committee. Either, or both, could 
claim fair trade jurisdiction. 

Many retailers are convinced now that 
fair trade in its present state is simply 
an “umbrella” over the bootleggers, giv- 
ing them an unfair competitive advantage, 
and are telling government officials that 
the umbrella must be removed, either 
through repeal of the fair trade laws or 
through new laws to require enforcement 
of the contracts. 





P. T. Noyes Elected 
Executive V.P. of Oneida 


The election of Pierrepont T. Noyes as 
executive vice president of Oneida Ltd. 
was announced recently by Miles E. Robert- 
son, president. Mr. Noyes was elected to 
the new post at the November 29 meeting 


PIERREPONT T. 
NOYES 


Named 
Executive 
Vice President 
of Oneida Ltd. 





of the board of directors. His new posi- 
tion, which took effect immediately, en- 
compasses the general management of all 
company operations in the United States 
and abroad. 

Pierrepont T. Noyes is the son of Pierre- 
pont B. and Corinne A. Noyes. His father 











is the son of the founder of Oneida Ltd. 
and is still honorary president of the cor- 
poration. The younger Mr. Noyes was 
educted in the public schools of Sherrill, 
N. Y., at Lawrenceville Academy and 
graduated from Colgate University in 1936. 

From his earliest childhood Mr. Noyes 
has been associated with the silverware in- 
dustry. His first jobs were in the various 
factory departments and offices during 
school vacation periods. Following his 
graduation from Colgate in 1936, however, 
he entered the Oneida Ltd. sales training 
school. Later in that same year he moved 
to his first sales territory in the Community 
Division. His enthusiasm and sales ability 
soon earned for him progressively more 
important territories. 

In 1941 Mr. Noyes returned to Oneida 
as assistant to the general manager, but 
with this country’s entry into the war, he 
was soon moved to the position of assistant 
superintendent of defense work. At the 
war’s end Mr. Noyes returned to the sales 
department as assistant sales manager of 
the Community Division. In 1946 he was 
elected to the board of directors of Oneida 
Ltd., and in February of 1951 he was ap- 
pointed assistant general manager. During 
this same year he became a member of 
the executive committee. 
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Executive Appointments 





Appointed 
General 
Sales Mor. 
of Benrus 
Watch Co. 


CLIFFORD L. J. 
SIEGMEISTER 





The appointment of Clifford L. J. Sieg- 
meister io the newly-created post of gen- 
eral manager of the Benrus Watch Co. was 
announced recently by S. Ralph Lazrus, 
president. 

Mr. Siegmeister has been with Benrus 
since 1949 and most recently was sales 
representative for the midwest territory. 
A resident of Maplewood, N. J., he is a 
graduate of Bucknell University and has 
completed graduate work at Cornell and 
Rutgers. 


Coro Appoints Four to 
New Executive Posts 

Gerald Rosenberger, president of Coro, 
Inc., has announced the appointment of 
a first vice president and three new vice 
presidents. 


ADOLPH KATZ 


Named First 
Vice President 
of Coro, Inc. 





Adolph Katz has been appointed to the 
position of first vice president in charge 
of the design and creation of Coro and 
Coro-craft products manufactured by the 
firm at its domestic and foreign factories. 











TILDEN-THURBER RUNS 'GOLD FILLED WEEK' PROMOTION 


—— ~~ ® tiden-Thucbers 


‘GOLD FILLED 


week | 


In conjunction with its national campaign to promote the sale of gold filled jewelry, the 

Gold Filled Manufacturers Association and its pilot retail outlet, Tilden-Thurber of Provi- 

dence, report outstanding results during Tilden-Thurber's “gold-filled week" promotion which 
was held December 6 through II. 


Manufacturers of gold filled materials 
and finished jewelry products, who have 
banded themselves together as the Gold 
Filled Manufacturers Association, in the 
week of December 6 launched a campaign 
to advertise and publicize products made 
of gold filled material. 

The objective is to spark interest in 
and sales of gold filled jewelry. 

The association has planned a series of 
documentary illustrations of its industry 
which will be held in large cities in sev- 
eral parts of the country. 

The first in the series was held at the 
Tilden-Thurber Co. in Providence Decem- 
ber 6 to 11. 

The association supplied Tilden-Thurber 
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with various samples of stock which was 
prominently displayed during the week. It 
showed how gold filled material is made 
and illustrated that it is “Karat gold re- 
enforced with a strengthening base metal.” 

The documentary illustration or display 
is designed to illustrate to retailers all 
over the country that products made of 
gold filled materials can be merchandised 
and departmentalized in retail jewelry 
stores with profit to the owners and _ at. 
the same time offer their clients an easy 
way to select gold filled items. 

As an additional effort to focus atten- 
tion on its product, the association is run- 
ning a national consumer type program 
of advertising. 






| 








Appointed as vice presidents are Jerome 
C. Roberts, general merchandise manager; 
Sol Schwartz, assistant sales manager, and 
Robert Schmidt, district sales manager jp 
charge of the firm’s Dallas office and its 
distribution throughout the southwest, 

The new appointees will continue jn 
charge of their particular departments. 


Named 
Sales Mgr. 
of Swank, Inc. 


HARRIS J. 
SHAEFFER 





Swank, Inc., manufacturer of men’s 
jewelry and leather accessories, Attleboro, 
Mass., has made Harris J. Shaeffer general 
sales manager, Sam Sampson, president, 
announces. He formerly was district sales 
manager for the company in its Chicago 
Midwest area. 

Prior to joining Swank 18 years ago, 
he was buyer at Mandel Bros. and Gold- 
blatt’s in Chicago. 

Thomas G. Colley, Swank representative 
in Detroit, has been named to succeed 
Shaeffer in the Chicago Midwest territory. 





Elected 
President 
of Buffalo 

Jewelry Case 
Co. 


K. WILLIAM 
SHIELDS 


The election of K. William Shields as 
president of the Buffalo Jewelry Case Co., 
Buffalo, N. Y., has been announced. 
He succeeds Max Field who passed away 
recently. 

Mr. Shields joined the company in 1940 
as a salesman. He subsequently was named 
sales manager, and eventually vice presi- 
dent and secretary. In 1952 he was ap- 
pointed first vice president and treasurer. 
Succeeding him in that post is John S. 
Steigerwald, Jr., a grandson of the founder 
of the firm. 


Kirwiel Opens New Utica Store 


Joseph Kirwiel, who retired as a jeweler 
a year ago after having been in business 
in Utica, N. Y., for 32 years, has opened 
a new jewelry store at 432 Columbia 5t., 
Utica. His former store, at 460 Columbia 
St., was taken over when he retired by 
his son-in-law, Edward Reszetnik. 
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N. Y. Firm Acquires Over 97% 
Of Riverside Metal Stock 


More than 97 per cent of the stock of 
Riverside Metal Co. was purchased No- 
vember 23 by the H. K. Porter Co., Inc., 
New York. Riverside is known in the 
jewelry industry through its Keystone 
Watch Case Division, Riverside, N. J., 
manufaciurers of watch cases. 

It was stated that the stock purchase 
was made possible through the cooperation 
of Edward Hopkinson of Drexel & Co. 
and b. F. Mechling, both directors of 
Riverside. The board of directors of River- 
side represented more than 50 per cent 
of the company’s outstanding stock while 
the balance was held by more than 500 
stockholders. 

Announcement was made that the Porter 
policy would be to continue the develop- 
ments and improvements at Riverside in- 
augurated under the guidance of B. F. 
Mechling Jast April. 

A spokesman for the H. K. Porter Co. 
announced that plans are underway to once 
more restore the Keystone Watch Case 
Division 10 an eminent position in the in- 
dustry. He stated that one of the first steps 
to be undertaken by the Porter company 
will be a research program designed to 
facilitate improvements at Keystone. 


Elected 
Board Member 
of Gruen 
Watch Co. 


ROBERT D. 
GRUEN 





The board of directors of the Gruen 
Watch Co. has elected Robert D. Gruen 
as a director replacing Willis D. Gradison, 
who resigned due to pressure of business. 
Robert Gruen is a grandson of Dietrich 
Gruen, founder of the company, and a son 
of the late George J. Gruen, former chair- 
man of the board. 

The new director is president of the 
Gruen Equipment Co., Inc., Indianapolis, 
specializing in sales of material handling 
equipment in the central Indiana area. 


Bulova School and NYU Offer 
Twelfth Merchandising Course 
Result'ng from the enthusiastic accep- 
tance ci eleven previous jewelry store 
management and merchandising programs, 
the twelfth intensive training program 
covering al] phases of jewelry store man- 
agement and merchandising will be offered 
January 24 through February 4 by the 
Joseph bulova School of Watchmaking and 
New York University School of Reta'ling. 
This program is designed to provide in- 
tensive and comprehensive training experi- 
ence for the retail jewelry store represen- 


FOR JANUARY, 1975 
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tatives attending, by familiarizing them with 
the essentials of conducting a successful 
modern jewelry store. Both the American 
National Retail Jewelers Association and 
the National Jewelers Association have co- 
operated actively in the formulating of 
th’s and past training programs. 

Twenty-five selected trainees will have 
the benefit and the advantage of hearing 
first-hand experiences and successful prac- 
tices as established by business leaders in 
the jewelry industry. 

The program has been especially de- 
signed to bring together an outstanding 
combinat’on of professors of retailing and 
successful jewelry store executives as in- 
structors. An outstanding example of the 
effectiveness of this combination is evi- 
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denced by the fact that the eleven previous 
programs have drawn men and women 
from 44 states and eight Provinces of 
Canada. 


The program will be conducted at the 
New York University School of Retailing, 
Main Building, Washington Square East, 
New York 3, N. Y., and the Joseph Bulova 
School of Watchmaking. Registration will 
take place on the opening day at 9:00 A.M. 
Application forms may be obtained by 
applying to the New York University 
School of Retailing, or the Joseph Bulova 
School of Watchmaking, 40-24 62nd St., 
Woodside, Long Island, N. Y. The total 
tuition cost to the employer for the train- 
ing program is $175. 


From the fiery magic of the lab- 
oratory crucible come Linde* Stars 
.. . differing from the fabled 

and fabulous gems of nature only 
in cost. In color, in composition, 

in perfection of the luminous, 
six-pointed star, Linde* Stars can- 
not be distinguished from mined 
gems, yet they are priced to bring 
them within the reach of all 

your customers. 


The nation’s leading jewelry makers 
feature Linde* Stars in settings 
that display their proud beauty. 

Display them to your customers— 
and watch their down-to-earth 
prices bring you to new heights 

of selling success. 


Send for your free Linde* Star 
display card today! 





IN SETTINGS BY THE NATION’S 
‘FOREMOST MANUFACTURING JEWELERS 


rite 


NEW YORK CITY CHICAGO, ILLINOIS 
Bridal Ring Co. Hirsch Oppenheimer 
Coronet Jewelry Mfg. J. Milhening Inc. 
Wendell & Co. 
INDIANAPOLIS, IND. 
Goodman & Co. 


MINNEAPOLIS, MINN. 


Co. 
Davidson & Sons 

Jewelry Co. 
Fidelman-Danziger 
Goldstein-Gerson Co. 
B. & E. J. Gross Co. Kirchner & Renich 
Harry Guise Ostbye & Anderson 
Ide Jewelry Co. 


Kahn & Company OHIO 

Morris Kaplan & Sons Fratianne Mfg. Co. 
Kritzer, Stern & Kritzer | Grof Mfg. Co. 
Samuel Platzer Co. The Victor Corp. 

K. Polishook & Son PENNSYLVANIA 
S. & M. Jewelry Co. Byard F. Brogan 
David Sarkin Inc. Helm & Hahn Co. 


William Schneider 
Stern & Stern Inc. NEWARK, N. J. 
Untermeyer, Robbins Acme Ring Mfg. Ce 
& Co. Church & Co. 

F. & F. Felger, Inc. 
BUFFALO, N. Y. Jabel Ring Mfg. Co. 
The Bock-Lewis Co. Jones & Woodland 
M. R. Reich Co. 


: INSON World-Wide Distributor 


580 Fifth Avenue, New York 36, N. Y. 
COlumbus 5-2656 

*“*Linde’’ is a registered trade- 

mark of Union Carbide & Carbon 
Corporation—a synthetic gem 
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Swiss Choose Winners in 
"Watch Inspection’ Contest 


Winners of the sixth annual Watch In- 
spection Time Contest, sponsored by the 
Watchmakers of Switzerland as part of 
its national Watch Inspection Time pro- 
gram, have been announced by Paul A. 
Tschudin, director of the Watchmakers of 
Switzerland Information Center. 

Grand prize winner was Charles E. Vogel 
of Lansdowne, Pa., who was awarded a 
black and gold, 29-inch Neuchatel clock. 

Second prize was won by Clarence S. 
Guillet (Guillet’s Clock and Appliance 
Service), Southbridge, Mass. Third prize 
winner was Anthony J. Russo (Cyruss 
Jewelers), Beacon, N. Y., while fourth 
place honors went to Richard J. Wilson 








(Syracuse-Henry Jewelry Corp.), Syracuse, 
N. Y. All three were awarded a fully- 
equipped Swiss staking tool set in a hand- 
some wood box, complete with a wide 
assortment of precision punches. 

Fifth prize was won by John F. LeRoy 
(LeRoy Jewelers), Scottsbluff, Nebr.; 
sixth prize by Mrs. Lawrence T. O’Rourke 
(O’Rourke Jewelry), Nauvoo, Ill.; seventh 
prize by Chester W. Hoener (Hokamp- 
Keis), Quincy, Ill, and eighth prize by 
Jack Zachary (Lloyd’s, Inc.), Martinsville, 
Va. All four were awarded a valuable 
assortment of fine Swiss hand tools. 

As a special “surprise,” bonus prizes 
consisting of beautifully-illustrated calen- 
dars, especially imported from Switzerland 
for this event, were awarded to the first 
300 entries received in the competition. 











Leonard and Daniel Shiman 


take great pridein ANNOUNCING 


the acquisition of 


FINE FASHION 


0 EW Se Ree. 


in association with Carl and Victor Mishkin 


formerly with Marianne Jewelry Mfg. Co. 


Mi arian NE Creations, styled by top ranking designers, 


will be manufactured and sold by 


FINE ART OF NEWARK, 


INC. 


An affiliate of SHIMAN OF NEWARK and CRAFT OF NEWARK 


109 MONROE STREET, NEWARK 5, N. J. 


Telephone: MARKET 4-9090 


Our representatives will be happy to show you this outstanding 


fashion jewelry line at your earliest convenience. 


NAT HAYMAN & ABE FRIEZE, 15 Maiden Lane, N. Y. C., Barclay 7-3732 


JERRY HOCHBERG, 29 E. Madison St., Chicago, Ill., Central 6-3032 


JOSEPH KORSEN, 


448 So. Hill St., Los Angeles, Cal., Mutual 5316 


LEONARD SHIMAN, 109 Monroe St., Newark 5, N. J., Market 4-9090 


December 1, 1954 









The contest, offered by the Watchmakers 
of Switzerland for the sixth consecutiye 
year as an aid to bettering jeweler-customer 
relations, set a new record with entries 
from more than 600 retail jewelers and 
watchmakers. Entrants were required to 
submit an essay on the theme, “I believe 
a watchmaker is vitally important to the 
retail jewelry store because .... ” 





Three members of the staff of the Watch. 

makers of Switzerland Information Center, 

New York City, are shown above reviewing 

entries received in the Watch Inspection 

Time Contest. They are Paul A. Tschudin 

(center); Jean-Pierre Savary (left) and 
Robert Kaempfer. 





New York Horologists to 
Convene Jointly with HIA 


Henry B. Fried, president of the Horo- 
logical Society of New York, presided at 
the November Ist meeting of that group 
which was held at the Capitol Hotel, New 
York. 


Mr. Fried opened the meeting with a 
short business session during which he 
discussed plans for the joint convention 
of the Society with the Horological Insti- 
tute of America. The event will be held 
October 15 and 16 at the Hotel McAlpin, 
New York. 


Guest speaker of the evening was Harold 
Rapp, manager of the service department 
of the Wyler Watch Co., who gave a com- 
plete description and history of the famous 
Incaflex balance wheel developed by the 
Wyler firm. Mr. Rapp gave his audience 
helpful hints on how to repair and handle 
this device, which protects the balance 
wheel and staff against shock. 

During the past summer, Mr. Rapp spent 
some time in Switzerland. In the course 
of his talk, he gave a short report on 
the new supersonic cleaning machine for 
watch parts developed in Switzerland which 
is used at the present time by certain watch 
firms. 





Head of Colonial Mfg. Co. 
Observes 50th Year in Trade 


Harry G. Kaufman, president of the 
Colonial Mfg. Co., Inc., creators of dia 
mond engagement and wedding rings, is 
now celebrating his 50th anniversary in 
the jewelry industry. 

Mr. Kaufman was originally founder of 
the Kaufman Mfg. Co., dealing in fine 
platinum diamond jewelry. During the 
1930’s he entered the loose diamond busi- 
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ness. In 1940, he organized the Colonial 
Mig. Co. ie ole 
Colonial, specializing in diamond rings 
and loose diamonds, has moved to new, 
enlarged quarters at 304 E. 45th St., New 


York. 





Karlan & Bleicher to Move 
To New and Larger Quarters 


Karlan & Bleicher, Inc., New York ring 
finding manufacturers, are moving their 
three factories, offices and showrooms to a 
new, single-unit location at 136 West 52nd 
St. 

In the interests of increased efficiency 
of operation, the Falcon Stone Ring Co., 
a division of Karlan & Bleicher, will also 
be situated at the new location. Comfort- 
able showrooms are being designed, in or- 
der to accommodate customers with ease 
and convenience. 

If all phases of the move continue ac- 
cording to plan, it is estimated that K & B 
should be in production in their new loca- 
tion by February, 1955. 





Henry B. Fried to Prepare 
Universal Catalogue for WMDA 


3 SRNR gs 





Officials of the Watch 
tributors Association of America congratu- 
late Henry B. Fried (second from right) 
upon his signing of a two-year contract 
calling for his preparation of the associa- 
tion’s long-heralded “Universal Catalogue.” 
It is claimed that the work will be the 


Material Dis- 


source of 
information for 


most authoritative, complete 
parts interchangeability 
watchmakers. 

Shown left to right are: Stanley G. 
House, executive director of the associa- 
tion; Gene Sobel, president; Mr. Fried, 
technical adviser, and Gene Swigart, for- 
mer president, who assisted in drafting 
the catalogue contract. 

The contract signing took place recently 
at the organization’s headquarters in 
Washington, D. C. 





New Jersey Watchmakers 
Elect Halpern President 


_ Members of the Watchmakers Associa- 
tion of New Jersey, at a meeting held 
November 9, elected Robert Halpern of 
Newark as president. He succeeds L. H. 
Hayenga of Irvington. 


FOR JANUARY, 1955 





Other officers elected were: Emil J. 
Chessari, West New York, vice president; 
Thomas W. Armstrong, Irvington, secre- 
tary; Sam Goldberg, treasurer, and Emil 
Haller, trustee. 

Named to the board of directors were: 
Herman Bernstein, William Drost, Her- 
man J. Jansen, L. H. Hayenga, Eugene 
Jung, Ludwig Abeling, Andrew Stroehlein 
and Jack Rosenberg. 





Rhode Island Jewelry Industry 
Sets New High for Employment 
Jewelry manufacturing is constantly be- 
coming a bigger and more important seg- 
ment of Rhode Island’s industrial life. 
In mid-November the industry passed an- 





other milestone, setting a new high for 
employment of 25,680 people. The previ- 
ous record was 25,575 in November of 
1953. 

Through concerted marketing programs 
and increasing attention to fashion trends, 
the industry has added considerable stabil- 
ity in the last couple of years. 

Instead of having pronounced ups and 
downs, stable employment is now enjoyed 
by more people than were formerly em- 
ployed in peak periods. 

Only a few years ago—1947 to 1949 to 
be exact—November employment was run- 
ning only slightly over 21,000 people. 
The average employment in those years 
was around 18,500. So far this year it 
averages 22,609. 














WANTED 


WHOLESALE 
SALESMAN 


A. G. SCHWAB & SONS, INC. 
CINCINNATI, OHIO 








To take over established territory in seven South- 
ern states. Real opportunity for man with hustle, 
ambition and drive. Line includes most nation- 
ally advertised “Name” brands, plus our own 
well-known advertised FAITH line of 


DIAMONDS 
WATCHES 
JEWELRY 


If you have good wholesale experience, selling to 
the Southern retail jewelry trade, reply at once 
with full details. All correspondence and com- 


munications confidential. 


A. G. SCHWAB & SONS, INC. 


CINCINNATI 1, OHIO 


BOX 839 






































































L. Heller & Son and 
Sperry Mfg. Co. Merge 


L. Heller & Son, New York importers 
and manufacturers of cultured pearl and 
costume jewelry, and Sperry Mfg. Co. of 
Providence, R. I., makers of costume 
jewelry, have joined forces to form a new 
company known as Heller Sperry, Inc. 

The new corporation will be headed by 
Ernest S. Heller as president. Arthur S. 
Spear will be executive vice president; 
Maurice S. Taube, vice-president; Harvey 
M. Spear, secretary, and Milton J. Heller, 
treasurer. All officers will also act as board 
of directors. 

Sperry Continental Ltd., the factory and 





> 
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FOR RETAILERS: A complete line of boxes 
and cases, findings and supplies. Ask 
your wholesaler to show you the com- 
plete Dennison Line. 


FOR MANUFACTURERS: A wide range of 
specially designed paper jewelry boxes 
and cases. 


distribution center in Montreal, Canada, 
will now be known as Heller Sperry, Inc., 
of Canada. 

Heller Sperry, Inc., will continue to pro- 
duce the two lines of simulated and cul- 
tured pearl jewelry now manufactured by 
L. Heller & Son and known under the 
trade names of La Tausca and Deltah, as 
well as the present Sperry Lines, Sperry 
and Tara, and the special line known as 
Mr. Tara for men. The management in 
both production centers will remain un- 
changed. 

In discussing the merger, Ernest S. 
Heller stated: “Obviously this new com- 
bination of two established manufacturers, 
each of whose experience and operation so 
perfectly complements and coordinates with 
the others, will make it possible to expand 


The attraction is irresistible when 
you use this new Dennison case to 
draw attention to your fine rings. It is 
ultramodern beauty at its best—simple 
and appealing. 


8150TX is made of transparent 
polished to a jewel-clear finish. Inlays 
are shimmering fabric patterns with a™. 
rich brocade effect, in silver, gold, pink 
and light blue. 


lanted ring pads of rich Karess or 
fansparent velvet complement the 
yackground colors. The pads hold one 
vo rings at just the right angle for 
indow or counter display. Cover cush- 





fons are white rayon satin. Strong pin 


hinge. 


“8150TX comes in individual white packers 
-—.one dozen toa carton. 


MANUFACTURING COMPANY 


JEWELER’S DIVISION 
Marlboro, Massachusetts 
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manufacturing and distribution, promote 
sales for the retailer and. offer the finest 
possible value to the public. There will 
be no change in our set policy of distr. 
bution through regular wholesalers of jj 
three of our jewelry store lines—Deltah 
pearls, Tara jewelry for women, and Mr. 
Tara men’s jewelry. Increased national 
advertising will build consumer recogni- 
tion and help to direct 
jewelry stores.” 


customers to 


A. H. Jaffe Opens Second 
Store in Niagara Falls 

Albert H. Jaffe has opened his second 
store in Niagara Falls, N. Y., at 19 Falls 
St. He has another store at 2106 Main 
St. 

The concern drew good traffic during 


formal opening of the new store with 
strong promotional activity, including 
award of a prize every day. Full page 


newspaper advertising launched the open. 
ing and called attention to the fact that 
customers could now shop at both ends 
of the city when buying from Jaffe. 

Said copy: “Now, with Jaffe stores at 
both ends of the city, we make it possible 
for you to shop more conveniently, closer 
to home. Our beautiful new store will give 
Falis St. shoppers the opportunity of 
selecting from the finest of nationally ad- 
vertised brands in every department of 
our store. 

“Open a charge account. Buy on our 
club or layaway plan. Free gift-wrapping. 
Free delivery service. And girls! Join the 
group of over 1100 girls and women who 
have registered their sterling, china and 
crystal pieces to complete your set.” 


U. S. Coast and Geodetic Survey 
Uses Elgin Observatory 


The United States Coast and teodetic 
Survey recently used Elgin National Watch 
Company’s observatory to compare meth- 
ods of measurement in determining devia- 
tion of the directional pull of gravity. 

The Elgin observatory is one of two lo- 
cations in the nation where such compari- 
son can be made. The other spot is the 
Naval Observatory in Washington 

The Coast and Geodetic Survey estab- 
lishes longitude in the U. S. by means of 
actual measurement. Starting near the 
geographical center of the U. S.—Mead 
Ranch in Kansas—they measure distance 
and angular direction by setting up towers 
and determining the position by line-of- 
sight methods. Elgin’s observatory does 
the same thing by sighting on the stars, 
measuring how long it takes a star to move 
from one point to another. 

The government party, comprised of 
more than 100 men, stayed in the Elgin 
area for more than a month making obser- 
vations and setting up permanent concrete 
markers. 

A 50-foot steel tower was erected next 
to the observatory to enable the govern: 
ment scientists to make the necessary mea- 
surements and then compare their find- 
ings with those of Elgin astronomers. 
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Bill Treu of International 
Retires After 57 Years Service 
On William Treu’s birthday and 57th 


anniversary with International Silver Co. 
recently, he was given an unusual testi- 
monial party at International’s New York 
office on Fifth Ave. 

On this occasion, which marked his re- 
tirement from the firm, Bill Treu was pre- 
sented with an engraved silver tray by 
Maltby Stevens, president of International 
Silver, as a token of the high esteem in 
which he has been held by everyone in 
the company. Talks congratulating Mr. 
Treu on his wonderful record during 57 
years were made by Craig Munson, vice 
president for sales, Dick Munn, head of 
the New York sales office, and others. 


WILLIAM TREU 


Honored by 
Officials of 
International 
Silver Co. at 
Testimonial 
Party 





Bill Treu started his career as a cash 
boy with the company in 1897. Through 
the years he moved up to stock clerk, 
superintendent of shipping and stock, then 
was given added responsibility as a sales- 
man. In 1942, when the Maiden Lane store 
was closed on account of the war, Mr. 
Treu was transferred to the International 
Sterling plant in Wallingford, Conn., as 
paymaster. He continued in important 
payroll and auditing work in Wallingford 
and Meriden until 1946 when Dick Munn 
needed him for key work in the New York 
sales office at 485 Fifth Ave. There he has 
made a host of friends for the company. 

While Bill Treu’s 57 years with Inter- 
national is very unuswal, scores have cele- 
brated golden anniversaries with the firm, 
and nearly 1000 employees have been with 
International for 25 years or more. 


Wilkens Jewelry Co. Sponsors 
Special Pre-Holiday TV Show 


The Wilkens Amateur Hour, popular 
television and radio program for talent of 
the Tri-State area, presented its 16th an- 
nual all-twin and triplet show, December 
12. The program was carried by WDTV 
and KQV. 

There were 14 acts in this special pre- 
holiday program, consisting of three sets 
of boy twins, six sets of girl twins, two 
sets of mixed twins, three sets of triplets, 
and the famous Zavada quadruplets of 
Latrobe, Pa., who are now almost seven 
years old. 

The entire audience consisted of twins 
and triplets who were invited as guests. 
For this one special show only, prizes of 
$350 were awarded by the Wilkens Jew- 
elry Co., Pittsburgh, sponsors of the ama- 
teur hour since it started in 1935. 
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HAIR CLIPPER KITS 
TO MEET EVERY PURSE 


For price minded and quality minded customers—the new 
Supreme line of home haircutting kits has appeal for both. The 
increasing trend to save money by cutting hair at home plus the 
smart styling and aggressive merchandising of Supreme clipper 
kits is boosting dealer sales to never before realized volume. 


SUPREME STANDARD new — attractive pias- 


tic case houses durable vibrator motor. Matched long-life 
clipper blades with heat insulator are a Supreme exclusive. 
Clipper, comb and shears. 


SUPREME SUPER Case-hardened Swedish Steel 


blades Hard Chrome plated—rust resistant—found only in 
Supreme clippers—Blade guard; crew cut attachment; 
tapered barber comb; professional-type shears; can of oil 
and “Can’t-Go-Wrong” manual. 


SUPREME DELUXE Ivory colored shock proof 


housing—Universal AC-DC motor; Hard Chrome plated 
Swedish Steel blades; Crew cut attachment; barber comb; 
shears; neck apron; neck brush; can of oil; “Can't-Go- 
Wrong” manual. 
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Eye stopping display car- 
ton and “Can’t-Go-Wrong” 
instruction book make strong 
self-selling display. Tells of big 
savings that can be effected—shows 
how simplified method makes home 
haircutting easy plus even the very first 
haircut is successful. Allays fears, ew’ 





sales on the spot. 








SUPREME KNIFE AND SCISSORS SHARPENER 


A much desired appliance by both men and 
women. Puts razor-keen edge on all knives 
in a jiffy. Sharpens scissors evenly to the 
very tip. Safety finger-touch switch, smart 
modern design. The faster sell- 5 95 
ing, double duty knife and [4 
scissors sharpener. 








SUPREME PRODUCTS, INC. 
2222 S. CALUMET AVE. + CHICAGO 16, ILLINOIS 












































































Arden Jewelry Case Co. Names 
Frederick Field Board Chairman 


At a recent meeting of the board of 
directors of the Arden Jewelry Case Co., 
Inc., Mt. Vernon, N. Y., Frederick Field 
was elected chairman of the board and 
treasurer. 

Mrs. Ruth L. Field is now vice president 
and secretary of the company and K. Wm. 
Shields is president. 


Nat Adelman was promoted to vice presi- 
dent and the board of directors was in- 
creased to five by the addition of Messrs. 
Frank H. Jeilinek and John S. Steigerwald, 
Jr. Other board members are Mrs. Ruth 
Field and Messrs. Field and Shields. 
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Karlan & Bleicher Purchase 
Ring Manufacturing Concern 


Jacob Karlan, president of Karlan & 
Bleicher, Inc., manufacturers of “Perfect” 
rings and rings findings, New York, an- 
nounced recently the purchase of the firm 
of David Shapiro, Inc., one of the main- 
stays in the ring manufacturing business 
for the past 35 years. 

In announcing the purchase and absorp- 
tion of this company, Mr. Karlan stressed 
that it was a move that was in keeping 
with K & B’s continuing program of ex- 
pansion. He pointed out that his company 
was fortunate in acquiring the Shapiro 
firm just when K & B was in the process 
of moving to their new plant. The timing, 

















to high earnings. 


SALESMAN WANTED 


by 


SHIMAN BROS. & €O., INC. 
234 W. 39th St., New York 18, N. Y. 


FOR THE SOUTH 


Take over and supplement sub- 


stantial and well established trade. 


Will only consider man accustomed 


ALL COMMUNICATIONS CONFIDENTIAL 




















he indicated, would make it simple to jp. 
corporate the newly-acquired company into 
K & B’s new location. 





MLOC Appoints Committee 
For Annual Winter Affair 


Dave Levy (Elgin National Watch Co.), 
president of the Maiden Lane Outing Club, 
has appointed a committee to handle ar. 
rangements for the annual winter affair of 
the organization. The event is scheduled 
for some time next month. 


Named to the committee were Irving 
Schiff, Al Betz, Milton Cohen, Gus Kamins, 
Al Walden and Walter Meyer. 


Mr. Levy, along with Secretary-Trea. 
surer Joseph H. Frier, Jr., is attempting 
to arrange for an affair that will not only 
surpass those of other seasons with regard 
to entertainment and _ gifts, but to make 
tickets available for members and guests 
at substantially reduced prices. 


It was announced that approximately 
fifty applicants are now eligible for mem- 
bership and that plans are being made to 
admit these members before the winter 
affair. 





N. Y. Jeweler Completes Work 
On Crown for Church Statue 





Putting the finishing touches on a diamond 
and pearl encrusted gold crown is Blase 
De Natale of DeNatale Brothers, New 
York jewelers at 1 Maiden Lane. Mr. 
De Natale made the crown for St. Mary's 
Church in Woodside, Long Island, where 
is adorns the statue of the Blessed Virgin. 
The crowning of the statue took place 
December 5 during a Solemn High Mass. 





Birmingham Silver Announces 
Change in Distribution Policy 


A change in distribution policy was 
announced recently by Birmingham Silver, 
Inc., 1000 Grand St., Brooklyn, N. Y. 

After adhering for approximately 25 
years to a confined sales policy in the 
distribution of their line of silverplated 
hollowware, the firm has announced its 
intention of selling direct to the retailer. 

Representing the firm on the west coast 
is Herman Hirsch, who maintains offices at 
315 W. 5th St., Los Angeles, Calif. A. C. 
Hirsch is eastern representative with offices 


at 362 Fifth Ave., New York. 
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4 Collecting antique awards and trophies 
is now the “hobby” of David Greenhouse, 
president of the Arlen Trophy Co., 50 
Gold St. Brooklyn, N. Y. He plans to 
build a collection of antique examples of 
the trophy maker’s art which he intends 
to exhibit in the future. Mr. Greenhouse 
has placed small ads in such collectors’ 
magazines as Antiques and Hobbies, and 
has received a variety of offers to sell all 
types of antique trophies. 

q Louis Colmes and Robert Brill, auc- 
tioneers at 15 West 47th St., New York, 
recently completed a successful sale for 
Weitzen Jewelers at 409 Idaho St., Farrell, 
Pa. The Weitzen store, one of the oldest 
jewelry firms in that section of Pennsyl- 
vania, is closing its doors with a 30-year 
business record. Morris Weitzen, store 
owner, is retiring from business. 

4 Members of the Advisory Board of the 
Jewelers’ Security Alliance will attend 
their annual luncheon meeting on Jan- 
uary 15th at the Waldorf-Astoria Hotel, 
New York. Richard C. Murphy, executive 
secretary and counsel of the JSA, stated 
that the luncheon will be held in the Per- 
roquet Suite. 

q Dr. Seelig L. Lester was installed as 
principal of George Westinghouse Voca- 
tional High School at special ceremonies 
held December 10th. One of the special- 
ized courses offered at the school is clock 
and watch repair under the guidance of 
Henry B. Fried, president of the Horo- 
logical Society of New York. The school 
has supplied leading watch and clock com- 
panies with skilled workers who have ad- 
vanced rapidly in their trades. 

q Departing for sunny Florida this month 
are Mr. and Mrs. H. Sorin, diamond im- 
porters, who are scheduled to vacation 
there for several months. During their 
absence, business will be conducted, as 
usual, at their New York office, 576 Fifth 
Ave., by Mrs. Vivian E. Berman. 

4 Adolph Kibitz of Kibitz & Co., 545 Fifth 
Ave., New York, importers of cultured 
pearls, left last month on his semi-annual 
buying trip to Japan. Outside of handling 
quality cultured pearls for the trade, the 
firm is also promoting pearls of all colors— 
black, blue and yellow. 

4 Julian R. Holzer, president of the Holzer 
Watch Co., Inc., American distributors of 
Tissot watches, flew recently to the Tissot 
factory in Le Locle, Switzerland. He 
planned to consult with the Tissot factory 
regarding new models to be included in 
the 1955 line, as well as projected mer- 
chandising and promotion plans for ’55. 

4 Martin I. Harman, who severed his 
affiliation with diamond dealer Sidney B. 
Gurfein a year ago to form his own busi- 
néss, announced recently its expansion into 
the cutting of important single stones in 
fancy and round diamonds. Mr. Harman 
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has also added an unusual collection of 
colored diamonds to his stock. His offices 
are located at 36 West 47th St., New York. 
4 George Gordon, who specializes in writ- 
ing jewelers’ block insurance, recently ob- 
served his 35th anniversary with the Trav- 
elers Insurance Companies. Mr. Gordon, 
who is well-known to members of the dia- 
mond and associated wholesale industries, 
occupies an office at 10 Cedar St., New 
York, where he has been located for more 
than 22 years. 

q After a prolonged confinement in Vet- 
erans Administration hospitals in various 
parts of the country, W. Schap Kevisch, 
manufacturing jeweler, has resumed opera- 
tions at 42 West 48th St., New York. Dur- 
ing the past 344 years, Mr. Kevisch under- 
went five major surgical operations for a 
World War II service-connected injury. He 
was discharged from the hospital several 
months ago, but was kept under out-pa- 
tient treatment. 





Henry Lambert to Direct 
Boy Scout Exposition in N. Y. 


Henry L. Lambert, vice president of 
Lambert Bros. and one of New York’s 
strongest supporters of the Boy Scouts of 
America, has accepted the chairmanship of 
the 1955 Scouting Exposition in Man- 
hattan. 

The event will be held May 13 and 14 
at the 107th Regiment Armory, 66th St. 
and Park Ave. Most of the 350 Scout Units 
in Manhattan are expected to enter ex- 
hibits. 


HENRY L. 
LAMBERT 


Accepts 
Chairmanship 
of Scouting 
Exposition 





Mr. Lambert’s chief Scouting concern at 
the moment, however, is the 1955 Finance 
Campaign of the Greater New York Coun- 
cils, Boy Scouts of America. He is serving 
as chairman of the Jewelry Committee, one 
of 18 groups of the General Merchandise 
Division. Mr. Lambert is directing solicita- 
tion of funds among manufacturers, whole- 
salers, jobbers and retailers. 

Besides these two special tasks, Mr. 
Lambert also serves as a vice president of 
the Manhattan Scout Council and as a 
member of the Executive Board of the 
Greater New York Councils. 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 





108 FULTON ST., NEW YORK 38, N. Y. 
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Synthetic & Semi-Precious 


STONES 


DiaMonps—All Sizes and Quslities 


JOSEPH BLANK 
COrtlandt 7-3562 
87 Nassau St. 


Synthetic Ringstones all sizes and shapes 


New York 38, N. Y. 
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545 FIFTH AVE. NEW YORK 17,N. Y. 
MUrray Hill 2-3432 

e THE RIGHT SIZE for THE RIGHT 
PRICE. We import our diamonds from 

ame. the best cutting centers. We fill mail 
a orders promptly and we send diamonds on 

‘X XE approval. Please ask for list #21 with 
A i><1 4 lower prices on many sizes and qualities. 


576 FIFTH AVE. 
NEW YORK 36, N. 
Tel. JUdson 2-3575 


FH. Soni 
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Manufacturer to Retailer 


Fantasy of Yewels 





Quality Costume Jewelry 


FREE—sensational displays—mat service 


18-20 W. 31st St., New York 1, N. Y. 
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A CLASSIC SYMBOL OF 


Ca buck 


STERLING SILVER, DIE - STRUCK, RHOD. FIN. 
23 HAND-SET BRILLIANTS. 
No visible connection between 
chain and pendant. 










Also. available: 
PINS, SCATTER-PINS, EARRINGS to match 
Exclusive For Fine Retail Jewelers 


“Fay 


204 WESTMINSTER ST. PRovinencé RHODE ISLAND. 
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INTEGRITY DIAMOND RINGS 


Outstanding Values 
$62.50 to $500 Retail 


Announces 


One year free insurance against loss, etc. This 
mounted diamond ring and Lock Sets line, with 
supporting sales aids which include guarantees 
—displays, mat service, price tags, ring boxes, 
etc., is a proven seller. 


EXCLUSIVE FRANCHISES AVAILABLE 
LOUIS F. GUINESS, INC. 
Diamond Importers Since 1910 
373 Washington St. Boston, Mass. 
























SCREW DRIVERS 
PIN VISES, ETC. 


ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y. 
Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 





















Bale og tere 
WELLS MFG. CO. ATTLEBORO, MASS 














NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN 











q Allen Davidson, treasurer of Thomas 
Long Co., and former president of the 
Boston Jewelers Club, was elected presi- 
dent of the Retail Trade Board of Boston 
at the annual meeting of the governing 
council on December 7. Among others 
elected as members of the council for a 
year was Harold B. Bliss, of Shreve, 
Crump & Low Co. 

q As this issue went to press, plans were 
shaping up and invitations were out for 
the 67th annual banquet of the Boston 
Jewelers Club to be held at the Hotel 
Statler on February 5. 

q Teams of the Boston Jewelers Bowling 
League resumed rolling on January 4, 
following the holiday vacation season. 
When the first half of the season closed 
on November 23, the A. Stowell team was 
leading. 

q Members of the New England Guild, 
American Gem Society, met at the Hotel 
Statler November 18, at which time G. 
Robert Crowningshield, director of the 
Eastern Headquarters, GIA, spoke on 
“Cultured Pearls, Their Background and 
Detection.” His talk was followed by a 
laboratory session. 

q An exhibit of exquisite Parisienne 
jewels, created especially for Goldland, 
Inc., 616 Washington Building, by Joseph 
Weisager et Fils, was shown there during 
December, following arrangements made in 
Paris this summer by Samuel Goldstein. 
M. Weisager, it was pointed out, won the 
first prize, gold medal, at the International 
Diamond Exhibition in Amsterdam, in 
1949. The Goldland exhibit attracted wide 
attention. 

4 A quarter-page spread in the Boston 
Traveler on December 8, called attention 
to the fact that December was a busy 
time for Cupid, with engagement dia- 
monds top hits in the trade. The article 
credited George B. Nathanson of Markson 
Brothers, Inc., with the historical data 
about diamonds which comprised much of 
the story. 

q Numerous Christmas parties were held 
in the Jewelers and Washington Buildings 
during the holiday season, and the Kath- 
erine A. Murphy Co., 509-11 Jewelers 
Building, welcomed Frankie Fontaine, TV 
star and night-club entertainer. Employees 
at Mahar & Engstrom, 405-12 Jewelers 
Building, joined in the annual Christmas 
festivities. 

q The Thomas Long Company Associates 
staged a dinner party at the Hotel Brad- 
ford on November 18, the roast-beef din- 
ner being followed by entertainment fea- 
turing Harry Richman. 

q Norman H. Hayes, general manager and 
head of the diamond department at the 
D. C. Perciva! & Co., second floor, Jewel- 
ers Building, retired on January 1 after 
51 years of service. William T. Keating, 
salesman, retired at the same time follow- 
ing 50 years of service. Lorenz Ernst, of 








NEW ENGLAND 


the same firm, left on January 6 for a yisit 
with his daughter in Panama. Frank Jack. 
son, who was operated on early in Decem. 
ber at the Phillips House, Massachusetts 
General Hospital, is on the recovery list, 
and doing fine. 

q The Boston Better Business Bureay o}. 
tained considerable helpful publicity early 
in December by calling attention to the 
so-called “free diamond” contests which 
have been spreading throughout the coyp. 
try, reaching into New England. “Hoy 
long can any retailer offer diamonds fo 
nothing?” the BBBB asks. 

q Leo C. Graham, vice-president and trea. 
surer of Bigelow-Kennard Co., was one of 
a group of some 150 members of the 
Ancient and Honorable Artillery Company 
who flew to London, England, recently for 
ceremonies with the London organization 
of the same company. The Honourable 
Artillery Company of England were hosts 
to the Ancients. During the ceremonies, 
which included church services and 
parade, a silver bowl with plique-a-jow 
enamel and the seal of the Ancient and 
Honorable Artillery Company of Mass. 
chusetts was presented to Queen Eliz. 
beth by the uniformed Ancients. They als 
presented a sterling silver and Gaboon 
ebony cigar box to British Prime Minister 
Churchill. Members of the Massachusetts 
company also visited Paris, where 1 
wreath was placed on the grave of the 
Unknown Soldier. 

q Stanley Mercer of A. & Z. Chain ©, 
Providence, has been laid up with a broken 
ankle following a fall on November 30. 
4 Horace D. Manning of Wolfeboro, N. H, 
has moved to a new location, opening 4 
new store on Main St. 

4q Manuel Mendes, who formerly operated 
a small jewelry store, has opened a new 
store on the New Boston Road, Fall River, 
Mass. 

q Edward Chapman of the W. D. Pharmer 
Co., Pittsfield, Mass., is recuperating from 
a recent operation. 

4q Michael F. McGuinness, jeweler of 
Taunton, Mass., is recuperating from 4 
recent operation. 

q Raymond Cadoret, of Cadoret Brothers, 
Woonsocket, R. I., was recently elected 
president of the Woonsocket Junior Cham- 
ber of Commerce, and presided at 4 
luncheon honoring the national president 
on November 20. 

4 Harold Hughes, formerly manager of the 
J. A. Foster Co., Providence, R. I., is now 
associated with Brownings, East Green 
wich, R. I. 

4 Phillip Brault and son Phillip, Jr. o 
the Phillips & Lucas Store, Montpelier, 
Vt., spent their weekends hunting during 
the season, but to date there have been 00 
reports of success. 

q The William A. Archer jewelry store, 
Fairfield, Maine, was purchased recently 
by Leonard Sternsher of Plymouth, Mass, 
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who closed out the place at auction. 

4 Donald Lizee, of A. J. Lizee & Son, 
Willimantic, Conn., graduated recently 
from the Instrument Training School of 
the U. S. Navy at the Great Lakes, and 
received a letter of commendation from 
his Captain stating that he had achieved 
one of the highest grades of any student 
completing the course. 

4 Burglars forced their way into the Sas- 
low Jewelry Co., Haverhill, Mass., re- 
cently, and fled with $1800 in rings, 
watches, and other valuables. 

4. An Associated Press dispatch out of 
Waterbury, Conn., on November 26 told 
of a resident and his grandsons returning 
from a walk with a suitcase containing 
$8,000 worth of jewelry which they had 
found in the woods. The jewelry was iden- 
tified by police as loot from a burglary at 
Michael’s Jewelers, Waterbury, two days 
before. 

4 Hector Langlais, of E. Langlais Sons, 
Berlin, N. H., set out during the hunting 
season with a new gun and gear—and 
reported a two-pound porcupine! 

4 William “Billy” Murray, Jr., associated 
with his father in Room 901, Jewelers 
Building, received a diamond past-com- 
mander’s button recently at the William 
G. Walsh Post, American Legion, Dor- 
chester, Mass. 

4 Joseph M. Lansky, 903 Jewelers Build- 
ing, is back part time following a recent 
illness. 

q Mrs. Dorothy Fisher, wife of Samuel 
Fisher of Sidney Fisher & Brother, 906 
Jewelers Building, assisted there during 
the holiday rush. 

q Henry Desjardins, jeweler of Beverly, 
Mass., reports one buck and one doe on 
a recent 10-day hunting trip in New Bruns- 
wick. Said he paid $35 for a game and 
bird license, but that the bird season had 
closed. 

4 Mrs. Dorothy Doyle, is back as book- 
keeper with Lawrence H. Pearlstein, 502 
Jewelers Building, after an absence for 
over a year. 

4 Mahar & Engstrom, 405-12 Jewelers 
Building, have changed their crystal de- 
partment and enlarged their bracelet divi- 
sion. 

(George E. Gove, formerly with State 
Street Trust Co., is a new salesman for 
the Haselton Co., 702 Jewelers Building, 
covering southern New England. Harry J. 
Haselton is recuperating from illness at 
his home, and was expected back after 
the New Year. 

q Miss May Burns was assisting during 
the Christmas rush at the Roy L. Spring 
quarters, 706 Jewelers Building. 

q Mr. and Mrs. Louis A. Guiness, of the 
firm of the same name, 711 Jewelers Build- 
Ing, plan an early Florida vacation trip. 
Mr. and Mrs. Lawrence Guiness were mak- 
ing plans for a Caribbean cruise. 
(Charles Wesley Thiery, retired jeweler 
of Belmont, Mass., toasted his 104th birth- 
day recently with a tall glass of milk. His 
formula for the long life: “Don’t get mar- 
Tied. Don’t use liquor. Don’t use tobacco. 
Do what the Bible says.” 

4 Hanford J. Kay, jeweler of Malden, 
Mass., is home from the hospital following 
a recent operation. 
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q Henry Davis Higgins, of Higgins, Mag- 
nuson & Co., 705 Washington Bldg., and 
a vice-president of the Braintree, Mass., 
Cooperative Bank, is back from a conven- 
tion of cooperative bankers in Los An- 
geles, Calif. 

q Henry Kamlot, 307-312 Washington 
Building, has redecorated his place. 

q Miss “Pat” Patricia Perez is a new mem- 
ber of the sales staff with the Herbert W. 
Stranger Co., 305-6 Washington Building. 
q Employees of the Smith-Patterson Co. 
joined daily during December in the sing- 
ing of Christmas carols under the direc- 
tion of Erskine Gay, with professional 
soloist and violinist. John W. “Nick” 
Carter, for six months of the year a pro- 
fessional golfer at Bethel Inn, Bethel, 
Maine, and the rest of the year—for the 
past 25—on the sales staff at Smith-Pat- 
terson, has retired to his home in Maine. 
q Mrs. Frances Cutler, wife of Melvin 
Cutler, of A. Frisch & Co., 306-7 Jewelers 
Building, aided during the Christmas rush 
at the Alden Jewelry Co., Brockton, Mass. 
4 Eli Corman, operator of Strand Jewelers, 
Canton, Mass., has broken through the 
walls of his place into an adjoining store 
and opened a new giftware department. 
q Ira Ruben, formerly with the jewelry 
department, William Filene’s Sons, Boston, 
has purchased the H. Blum Store, Central 
Square, Cambridge. 

4 New partitions, providing a waiting room 
for customers, have been installed in Room 
807, Washington Building, occupied by 
A. C. Jewett, watchmaker, and H. Weiss, 
diamond setter. 

q Fred W. Kunz, Jr., is now out of the 
Navy and has joined his father, Fred C. 
Kunz, 708 Washington Building, in a sales 
capacity. 

4 Mrs. Susan N. Donlan, owner of the 
G. H. Neylan Co., Ayer, Mass., has sold 
out to Edmund L. Hyde, who will con- 
tinue operation under the same firm name. 
4 Rollie C. Titus, formerly of Dover-Fox- 
croft, Maine, has opened a new jewelry 
store in Bridgeton, Maine. 

4q Roger Brassard, owner of Brassard’s 
Jewelry, Manchester, N. H., has opened 
a new store at 1190 Elm St. 

4 W. Louis Frost, Providence, R. I, at- 
torney and editor and publisher of The 
Manufacturing Jeweler, died on Novem- 
ber 22. 

q Daniel Seidler, president and treasurer 
of Daniel Seidler & Sons, Inc., Washington 
St., Boston, died on November 30. 

4 James McLeod of Woodbury & McLeod, 
Haverhill, Mass., died recently, and his 
wife died 13 days later. 





Swiss Set Dates for Watch Fair 


April 16 through 26 has been set as 
the dates for the 39th annual Swiss In- 
dustries Fair, The yearly event will be 
held in Basel, Switzerland. 

One of the special highlights of the Fair 
is always the group comprising the watch- 
making and jewelry industries. This seg- 
ment of the Fair is the most important 
sales-promotion event in the Swiss watch- 
making industry. This year marks the 25th 
time that the “Watch Fair” has been held 
in Basel. 











Feature Ring Employees Honor 
Peterson at Anniversary Party 





At a luncheon held December 17th by the 
Feature Ring Co. marking its 20th year of 
growth, Henry Peterson (right), president 
and founder of the firm, was presented 
with a gold watch by 300 employees. The 
occasion was a combination anniversary 
and Christmas party held at the Hotel 
Astor, New York. Here, Samuel Grobman, 
the oldest employee in terms of service, 
makes the watch presentation. 














Serving Jewelers 
for nearly 50 years 
"JEWELERS BLOCK" 
INSURANCE 


“ALL RISKS" FLOATERS 
WORLD WIDE 





PENDLETON & BERGER 
INSURANCE BROKERS 
15 William Street New York 5, N. Y. 
Tel. HAnover 2-1771 Cable Penberg, N. Y. 














JUST PHONE 
“FRanklin 2-2928" 


"Whether you have a call for a 
marquise, an emerald cut or a 
round diamond, any size, loose 
or mounted — phone FRanklin 
2-2928. Your memo will be on 
the plane within a few hours." 


Leo Pevsner & Co., Diamonds 
5 South Wabash Avenue 
Chicago 3, Illinois 

















REPRESENTATIVES WANTED 


with non-conflicting lines and well known 
contacts in Jewelry field, for aggressive 
custom plastic injection molding plant. 
Complete engineering and design service. 
Will consider full time representation. 


STANLEY SAPERY CO. 
3820 Boston Post Road Bronx 66, N. Y. 
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FOR TOP VALUES IN 
CULTURED PEARLS 


Fora complete range of loose cultured 
pearls in every size and quality, 
choose TOGA pearls . . 


| one resource for dozens of fine jewel- 





. the number 


ers and manufacturers everywhere. 

In addition to loose cultured pearls, 

Maurice Goldman & Sons supply a 

complete line of necklaces, chokers, 

earrings, bracelets and stickpins, all 
}e attractively boxed. 





‘MAURICE GOLDMAN & SONS. 


TOW. 47th St. ° New York, N. Y. 
Tel.: Plaza 7-5764 











Featuring Genuine 


BLACK STAR 
SAPPHIRES 


Finest Cut Genuine 


BLUE SAPPHIRES 


GOLDEN, BLUE AND 
WHITE ZIRCONS 


Also Other Unmounted Stones 


WALTER S. ARNSTEIN 
|W. 47th St. New York 36, N. Y. 











C) Mr. Jeweler! 


If you can't make money on 
watches, put ina line of Aristo 


BAROMETERS 


Retailing from $10 to $16 
Send for pamphlet J54 


ARISTO IMPORT CO., Inc. 


630 5th Ave., New York 20, N.Y. 











iA WATCHMAKING 
REPAIRING - ENGRAVING 
Day or Evening 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 


Write Dept.*’K"' Ill'd Catalog 
Baldwin 9-1376 Est. 1894 





in Waetehirektn 
Sept. “o3-May pking. Arthur T. Johnson, Principal 














148 





4q For two weeks, starting the second week 
in November, J. E. Caldwell & Co. of 
Chestnut and Juniper Sts., Philadelphia, 
exhibited a giant, self-winding watch move- 
ment through the courtesy of Movado 
Watch Agency. Imported from Switzer- 
land, the watch movement was 200 times 
standard size and was the center of a dis- 
play of a new group of Movado watches. 

q The back cover of the J. E. Caldwell 
Gift Book for this Christmas season was a 
complete innovation. It featured the two 
new stores recently opened by this old 
establishment. At the top was a sketch of 
the store at 20 Station Road, Haverford, 
Penna. Beneath it was a sketch of the 
store in the lobby of the Hotel du Pont 
in Wilmington, Delaware. 

q A bright, rich note was added to the 
windows of the Fred Sauter store at 2713 
W. Girard Ave., Philadelphia—in the form 
of red velvet drapes. Tied back, they 
called attention to the displays while oc- 
cupying a minimum of space. 

4q The 1955 calendars given to customers 
by Tucker’s of Darby, Pa., were so popular 
that store personnel had to hide them so 
that a few copies would be reserved for 
regular customers. They contained a pretty 
snow scene painted on slender, wooden 
strips. The blue background set off a bit 
of bright coloring and was enhanced by a 
touch of glitter for ice. 

q Residents of the Chester Pike area have 
been attracted to the Flinchbaugh store 
in Norwood by a watch and clock depart- 
ment counter display. It shows several 
eternal-motion clocks and a manufacturer’s 
moving cardboard display with a watch be- 
ing submerged in water and another being 
struck on a hard base to dramatize water 
and shock resistant qualities. 

q The new clock invented by Guerry & 
Riester of 44 S. 16th St., Philadelphia, is 
now being offered for sale in several lead- 
ing jewelry stores of this area. 

q Albert E. Price, wholesaler of 710 San- 
som St., Philadelphia, will soon move to 
new, greatly enlarged quarters. 

4q John S. Rubin has decided to sell out 
his business at 6347 Woodland Ave. and 
retire to a life which sounds like any man’s 
dream come true. Mr. Rubin started in 
business in northern England in 1897. He 
came to America in 1904, married in Phila- 
delphia and settled here, then started in 
business. For the past 33 years he has 
been located at his present address. By 
the end of January 1955, after his “Going 
Out of Business Sale” is completed, he ex- 
pects to be out of the store at 6347 Wood- 
land Ave. Then he and Mrs. Rubin will 
travel to Japan to visit a daughter living 
there whose husband is in the U. S. Gov- 
ernment service. Then Mr. and Mrs. Rubin 
will visit relatives in England. After their 
travels they plan to “settle down” in the 
Philadelphia area. 
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q The antique silver window in the Freq 
J. Cooper store at 109 S. 13th St. was not 
as attractive to the large numbers of pags. 
ersby as the colored gemstone or othe 
windows of more general interest —hy 
those who were interested were genuine 
potential customers. Collectors, historians 
and others came to view the rare and 
charming colonial hollowware and fig 
ware. 

4.C. R. Smith & Son, Inc., are lighting wp 
the neighborhood with their new sign 
above the store at 7 S. 18th St. in down. 
town Philadelphia. Of white plastic resem. 
bling corrugated glass, and bold simpk 
letters in black, the sign is illuminated 
with two, eight-feet long neon tubes which 
can be seen by pedestrians and drivers 
approaching downtown Philadelphia from 
the west for many blocks. 

q William J. Glatz of 6435 Rising Sup 
Ave. reports that his new store front has 
substantially improved business. He js 
quite certain that his increase in volume 
is due to the remodeling because he has 
caused all other controllable variables, 
including advertising and range of mer. 
chandise, to remain constant as compared 
to the same time last year. 

q Spot announcements on Radio Station 
WDAS, which Pinkstone’s of 140 S. 52nd 
St. used during the Christmas season, 
will be continued throughout 1955. They 
are broadcast each evening between five 
and six p. m. Copy emphasis is upon 
traffic pullers such as ice-blue costume 
jewelry, lay-away gift plan, and novelty 
gift items. 

4 Striking and effective were the paneled 
windows of greetings and gay holiday 
trimmings in the S. J. Lyons store a 
2635 Germantown Ave. The background 
of white corrugated decorator’s pape 
lightened the entire display. And the wel: 
spaced panels of bright colors brightened 
it. 

4 James C. Tinsley of 526 W. Lehigh Ave 
is placing emphasis on repair business of 
watches, clocks and jewelry for the yeat 
1955. 

4 We hear that Frank Bierfreund of Bayly 
and Bierfreund, 37 S. 13th St., will soon 
return to work after a year’s absence be 
cause of illness. 

4 An appeal to the universal desire for 
the unusual characterized the Louis J« 
gielky ads in the latter part of 1954. This 
store at 1603 Walnut St. captured the 
imagination of the public with such heat: 
lines as: “I get my special Christmas 
presents at Jagielky.” 

4 Publicity for the jeweler was eminent it 
the column by Cynthia Cabot in The Phile 
delphia Inquirer of December 9. Headed 
“Jewels All Over,” it defined a “boutique” 
such as the one found in the Warwick 
Hotel, as “a shop within a shop whett 
you find all those fantastic, off-beat git 
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YYSTONE 


tems . - - The columnist described 
jeweled oddities as “a natural for the 
woman who has everything.” 

45S. Kind & Sons of Chestnut St. near 
Broad gave the customary bonus to em- 
ployees for Christmas 1954, for the 30th 
consecutive year. The bonus amounted to 
two weeks’ salary for those employed two 
years or more with the firm, and a propor- 
tional amount for those with less service. 

4 Carlton’s of 135 S. 13th St. have been 
attracting customers with newspaper ad- 
yertising of “extraordinary value” in which 
individual rings, watches and other items 
were selected for illustration with detailed 
descriptions and prices. The unusually de- 
tailed descriptions seemed to excite inter- 
est and more serious consideration than 
that shown in most ads. 

4 Local jewelers were pleased with the fol- 
lowing bit of publicity for palladium which 
appeared on the amusement page of The 
Evening Bulletin recently. It read: “Palla- 
dium, one of the precious platinum group 
metals, is chosen for fine jewelry because 
of its lustrous color, light weight and its 
strength to hold precious stones securely 





in rings, brooches and bracelets. It is 
easily fabricated into the intricate shapes.” 
4 Tappins are punctuating ads with two 
slogans these days, “Where you can be 
sure!” and “, . . (following item and 
price) ... on friendly credit.” 

4 A recent analysis by Sassenhagen Sur- 
veys is the basis for a report that rope 
necklaces were outselling all other items 
of jewelry in department and _ leading 
jewelry stores in the Philadelphia area 
late in 1954, 

q Bailey, Banks & Biddle of Chestnut St. 
at 16th St. are experimenting with single 
column, full-page ads, each devoted to one 
type of merchandise. A particularly suc- 
cessful one was one next to women’s wear 
ads from other stores which featured ear- 
rings. This firm is one of several using 
“split-ads” (several smaller ads appearing 
in the same newspaper rather than one 
large ad). 

q E. J. Coyle of 137 S. 20th St. have 
found a volume builder in synthetic pearls 
with rhinestones set in earrings, pins and 
other items of which a woman never has 
too many. 





G-E and Telechron Clocks 
Merged Into Single Operation 


The merger of two leading electric clock 
lines into a single operation was announced 
December 14 by W. H. Sahloff, general 
manager of the Small Appliance Division 
of the General Electric Co. The two, Gen- 
eral Electric and Telechron, will combine 
operations, and the design, distribution and 
merchandising of their lines will be inte- 
grated effective January 3. 

Up to this time these operations were 
entirely separate as two departments of the 
General Electric Co., the G-E clock de- 
partment located in Bridgeport, Conn., and 
the Telechron Department in Ashland, 
Mass. The merger combines the two units 
into one department, the Clock and Timer 
Department, which will be a part of the 
company’s Small Appliance Division. 

A. F, Fisher (presently general manager 
of the Telechron Department) has been 
named as general manager of the new 
Clock and Timer Department which will 
have its headquarters at Ashland, Mass. 


AGS Awards RJ and CG Titles 
To E. P. Wetzel of Wichita 


The dual titles of Registered Jeweler and 
Certified Gemologist were awarded re- 
cently by the American Gem Society to 
Eugene P. Wetzel, prominent jeweler of 
Wichita, Kan., after he successfully com- 
pleted a series of comprehensive examina- 
tions in advanced gemology. 

Mr. Wetzel is currently serving as presi- 
dent of the Kansas State Horological As- 
sociation. He also holds the title of Certi- 
fied Master Watchmaker. 

Mr. Wetzel is a past president of the 
Kansas State Gemological Society, past 
president of the Wichita Watchmakers 
Guild, member of the Wichita Junior 
Chamber of Commerce, Kansas Retail 
Jewelers and Watchmakers Association, 
the Wichita Gem and Mineral Society 


and other civic organizations. 
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AGS Sets Up New Dues Schedule 


The American Gem Society has set up 
a new membership dues schedule for its 
Registered Jeweler and Graduate Member 
(Wholesale) firms. 

The new schedule is based on the sales 
volume figures for 1953 instead of the 1945 
figures used as the basis of the old 
schedule. 


First Woman Student Enrolls 
At Gruen Watchmaking School 





The first woman student in the history 
of the Gruen Watchmaking Institute en- 
rolled in November for the one-year watch- 
maker’s course. She is Miss Edyth B. 
Heaton, shown above with George T. Gruen, 
director of the Gruen school. 

After she completes her training, Miss 
Heaton plans to work as a watch repair- 
man in either Washington or Oregon. Her 
enthusiasm for this part of the country 
started several years ago when she was 
a member of the Women’s Army Corps 
stationed near Seattle. Also as a WAC, 
she later spent eight months in Japan. 





ARABESQUE 
JEWELRY 


The Beauty of the Craftsman- 
ship of Centuries 


Hand enameled & Gold Plated 


Order our Special Selection 
26 pieces 
(7 Bracelets - 10 Earrings -9 Pins) 


Priced at $29.50 (prepaid) 
Write for illustrated folder to 


J. F. BARD CO. inc. 


Dept. 2, 220 Locust St. 
CHICAGO 10, ILL. 











the Niash 
“CUFFMASTER,” 


TRADE MARK 


the @nest 
cuff link 
back ever 
made 
for the 
Jewelry 
Trade 





Patented Design (55,535. 
Patented Construction 2,472,958. 
lnfringers will be prosecuted. 


Available in gold, silver, gold filled, brass | 
and other metals. 
Send for price list. 

NIASH REFINING CO. 


116 Nassau St., New York 38 
COrHandt 7-4496 














Tarnish Preventive 
SILVERWARE CHESTS 


Lined with Pacific Silver Cloth. Guaranteed 
fine quality. Prompt Service. Also Pacific 
Cloth rolls & bags 


EUREKA MFG. CO., INC., TAUNTON, MASS. 


makers of silverware protection since 1926 
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Sterling 
Hatware 


Inactive and Obsolete 


We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 


used. 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 

tterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


Juuius GOODMAN & SON 


Memphis Jewelers Since 1862 


77 MADISON AVENUE 
MEMPHIS, TENNESSEE 














ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





Stiverware — Geld and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, aay type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious sfones. Gold Scrap—Piatinum—filled 
and plated scrap. No consignment toe large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 











ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ®@ 


5 HOPKINS PLACE, BALTIMORE, MD. 











MIAMI STORE 
25° x 55° 
In best location for a jeweler. Will divide. 


Contact: 


DONALD S. LAVIGNE 
29 S. E. 1st Avenue Miami, Fla. 





| 
| 
| 
| 
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q Fink’s Jewelers announce the opening 
of a new store at 206 East Main St., Sa- 
lem, Va., with Max Spigle as manager. 
Mr. Spigle was formerly associated with 
the firm’s Roanoke store. The opening of 
the store in Salem brings the number of 
Fink establishments in this area to five. 
The firm has stores in Roanoke, Bedford, 
Covington and Harrisonburg. 

¢q According to announcement by Presi- 
dent Harry B. Gordon, Gordon’s Quality 
Jewelers have opened their third store in 
the New Orleans (La.) area at 2722 Jeff- 
erson Highway. “The new unit will serve 
the residents of the Jefferson parish area 
with a store of comparable selections and 
facilities of Gordon’s downtown store, as 
well as make shopping easier and more 
convenient,” Mr. Gordon stated. 

q I. M. Henderson, for the past 54 years 
engaged in the jewelry business at Sum- 
merville, Ga., has retired. He and Mrs. 
Henderson will make their future home 
in Rome, Ga. Mr. Henderson, a native of 
Chattooga County, came to Summerville 
in 1900 and opened a jewelry store. He 
also served several terms as coroner of 
Chattooga County. 

q Julius Hess, proprietor of Taylor’s Jew- 


» THE SOUTH 


elry Store in Williamson, W. Va., has pur. 
chased the I. N. Pollock Jewelry Company 
at Ashland, Ky., from the estate of Mrs, 
Mada Winters. Theodore Hess, son of 
Julius Hess, will go to Ashland to become 
manager of the store there. Established jn 
1874, it will continue operation under the 
same name, Hess stated. 

q Arnold Schiffman, of Schiffman’s, Inc, 
Greensboro, N. C., has been re-elected to 
the board of directors of the local Cham. 
ber of Commerce for another year. Mr. 
Schiffman is immediate past president of 
the American National Retail Jewelers 
Association. 

q Clement’s Jewelers has opened at 434 
Moreland Ave., NE., at Little Five Points, 
Atlanta, Ga. Clement Gernazian, active in 
the jewelry business in the Atlanta area 
for many years, is proprietor. Mr. Gerna- 
zian, who was with Schneer’s for the past 
10 years, is from a family known in Atlanta 
jewelry circles. His father is one of the 
oldest watchmakers in the city. The new 
firm, which handles diamonds, watches, 
jewelry, silverware and all gift items in 
the lines, held its formal opening No- 
vember 26. 





Gordon Brothers Purchase 
Engel-Pack Co. of Baltimore 


Gordon Brothers, jewelry store and stock 
buyers of Boston, Mass., have purchased all 
of the inventory and other assets of the 
Engel-Pack Co., Inc., wholesale jewelers 
of Baltimore, Md. 

Purchase of the Engle-Pack assets was 
confirmed by the Bankruptcy Court after 
approval by an unofficial creditors’ commit- 
tee represented by attorneys Joseph Frier 
of Goldman & Frier, New York City, and 
Louis J. Sagner, Baltimore. 

Unsecured creditors are expected to be 
paid approximately 25 per cent of their 
claims against Engel-Pack out of the pur- 
chase price of $101,000. 

Gordon Brothers was requested by the 
unofficial creditors’ committee to submit an 
offer for the Baltimore concern after the 
committee had received several offers, 
which they considered unsatisfactory, the 
highest of which, according to Gordon 
Brothers, was $70,000. 

The entire inventory will be moved to 
Boston, where Gordon Brothers will sell it 
from their new and larger quarters at 38 
Bromfield St., opening this month. The 
furniture and fixtures are being sold in 
Baltimore. 





Miami Beach Chosen as Site 
For Bi-Annual Jewelry Show 


The De Lido Hotel in Miami Beach, Fla., 
has been chosen as the site for a bi-annual 
gift and jewelry show which will be spon- 
sored by the Helen Brett Trade Shows, Inc. 
This year’s show, the first one scheduled, 
will be held September 25 through 28. 





It was stated that exhibitors and buyers 
are enthusiastic about the show because of 
the excellent conveniences and _ facilities 
available at the De Lido Hotel, which is 
located on Lincoln Road and Collins Ave, 
Miami Beach. 


J. F. Mills of Ashdown (Ark.) 
Completes 50th Year in Trade 


J. F. Mills, prominent jeweler of Ash- 
down, Ark., completed his 50th year in 
the jewelry business on December 4th. 

Mr. Mills started his career as a watch- 
maker after learning the trade under his 
brother, W. A. J. Mills, at Joaquin, Texas. 
He moved to Ashdown, Ark., when he was 
a boy of 17 and opened a watch and clock 
repair shop on what is now Main St. 

As Ashdown grew Mr. Mills kept ex- 
panding his business and added refriger- 
ators and radios in addition to jewelry, 
fine china and silverware. Through his 
ability and integrity he has prospered and 
is owner of a large amount of real estate 
in the business section of Ashdown. 








Eighteen Houston Jewelers 
Run Cooperative Watch Contest 


A contest with a diamond watch as first 
prize was sponsored by a group of 18 lead- 
ing Houston jewelers as a feature of “Know 
Your Jeweler” week. 

The contest, which ran from November 
22 to December 6, consisted of an essay 
of not more than 50 words beginning with 
the words: “When buying jewelry and 
gifts, it is best to know your jeweler be- 
CHIE 6) a, 

Entry blanks were supplied by cooper- 
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ating jewelers to everyone who came into | Allied Exhibitors Set Dates : 
their stores. No one was required to pur- | For Dallas and Denver Shows Genuine 
chase anything to enter the contest. } . 
Jewelers cooperating in the contest were The dates for two forthcoming spring BOHEMIAN 
Allen & Caspersen, Sam W. Becker Jewelry shows were announced recently by Allied 
Co.; Steven Chazanow; Church’s, Inc.; Exhibitors, Inc., Los Angeles, Calif. Garnet* 
Corrigan, Inc.; Gordon’s Jewelers, Inc.; The semi-annual Denver Gift and Jewelry 
pur. Highland Village Jewelers; Houston Watch Show will open at the Hotel Albany in that JEWELRY 
any Co.; L. Lechenger; Levit’s Jewelers; city on March 4 and will close on March 8. *Birthstone for January 
irs, Miller’s Jewelry Co.; Prague-Kurtz Co.; In conjunction with this event, a party ~~ OLD-WORLD 
of San Jacinto Watch Co.; Shane & Co.; for buyers only will be held Sunday eve- 
ome J. J. Sweeney Jewelry Co.; J. Wexler, ning, March 6, in the hotel’s Cathedral Craftsmanship 
1 in Jeweler, and Zale Jewelry Co. Room. The next evening a dinner-dance e 
the and entertainment will also take place 
Houston Watchmakers Group in i ee ae ; P< 
nc,, : ebruary throug lave been se 
| to Re-elects Farek President as dates for the Allied Gift and Jewelry of Rings all 
am- E. J. Farek was re-elected president of Show at the Hotel Adolphus in Dallas. 10K Gold. 
Mr, the Horological Society of Houston and At this show, the buyers’ party will be 
- of Harris County (Texas) at the November held Monday evening, February 21, in the e 
lers 9 meeting of that group. Forty-five mem- ballroom on the 15th floor of the hotel. Earrings, 
bers and guests attended the gathering The regular dinner-dance and ice show Brooches 
434 which was held at the Rice Hotel in will be held for buyers and exhibitors in C 4 
Houston. the Century Room of the Adolphus on wenees, 
nts, € Ty p 
be Others elected were: Dan H. Hall, first February 22. Necklaces, 
rea vice anagrig gs Carter, a , ~ 
: resident; A. T. Henry, secretary; H. B. . > racelets. 
vs Neill, treasurer; Dren Duffy, reporter; Humphreville Named President : 
nta Louise Thomason, reporter; R. A. Wright, Of Moore-DeGrazier Co. m 
the Chaplain, and John H. Thomason, state The election of R. C. Humphreville as Memo Inquiries 
ew committeeman. . president of the Moore-DeGrazier Co., Invited 
es, Named to the board of directors were wholesale jewelers of Dallas, Texas, was e 
in eins hag ig ba announced recently. He succeeds Chas. A. 
‘ L H. Spence, T. J. Thomason, O. L. | inty retirement, “Mr. Moore, a well known ERNEST BURG 
Vaughn, and M/Sgt. F. Wagley. fi m7 psa gen , 29 East Madison Street 
— é : gure in the jewelry industry, sold his 
7 A list of accomplishments chalked up Snteseat tm the Eee. CHICAGO 2, ILLINOIS 
a by the association during the past year 
ies were outlined in a report given at the — 
is meeting. Among these were: revision of 
, the constitution and by-laws; aduption of 
a code of ethics; establishment of a Precious and Semi-Precious 
library for members, and institution of an 
advertising campaign. — STO N E S 
7 - HUMPHREVILLE 
7 Tightened Supply of Nickel STAR SAPPHIRES 
in Clouds Outlook for 1955 ar EMERALDS 
fre tte eat CATS EE 
is sult of new reduced demands by the mili- RUBIES—SAPPHIRES 
s. tary, but the supply of the metal still is ' Se AQUAMARINES 
: extremely tight and may get worse again. Mr. Humphreville ascends to the _— PERIDOT 
Government officials say that total nickel dency from the post of vice president, a Ame TOURMALINES 
available for civilian uses in 1954 was position he had held for 28 years. Before ar 
. about 10 per cent more than a year earlier. becoming vice president, he served as 6 TOPAZ 
ud But they can’t predict what nickel- secretary of the firm for three years. AMETHYST 
‘ hungry industries, such as jewelry manu- Mr. Humphreville has been with the firm 
d facturing, will find in 1955. Indications for 32 years, having joined Moore-De- Unusual Gems 
“ are that if the military steps up its procure- Grazier Co. in 1921 after returning from aS 
ment program, as has been hinted, the — pees teed — — 
civilian supply may tighten again. e firm has specialized in the wholesale 
U. S. Bureau of Mines pi that im- distribution : diamonds, watches and fine ALL AN Cc APLAN 
ports of nickel are also increasing. But jewelry for the past six years. 
t this does not affect the civilian ae SWteed Mae teehee. 
rn = all imported nickel is American Watch Mfrs. Ass'n. 
1. taken by the government for the stockpile. . . 
W Total nickel consumption, including mali Elects Sinkler President 
tary needs which are ke t secret, is ex- Arthur B. Sinkler, president of Hamilton e 
r pected to be 190 maillion pounds, com- Watch Co., Lancaster, Pa., was recently Edwin Faced inc. 
y ~ with 211 million pounds in 1953. elected president of the American Watch 14 West 23 St., N. ¥. 10, N. Y. 
h e difference is absorbed by the stock- Manufacturers Association. 139. 
d pile. In an effort to ease the nickel situa- Mr. Sinkler succeeds J. G. Shennan, leaky. nw on ane 
_ tion, the government is spending $43 mil- president of Elgin National Watch Co. Tene! Everything’ st tow low 
lion to increase by 75 per cent the capacity Membership of the association includes prices! Write or phone . . . — 
of its plant in Cuba. Hamilton, Elgin and Waltham. WAtkins 4-6422 
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HEADQUARTERS 
mi.) for Nationally 
Known Lines 


Now in our own building with Greater 
Facilities for Better Service 





SESSIONS WATERMAN EVANS 

U S$ TIME SPEIDEL SCHICK 
cA pevye ad WESTINGHOUSE 
TELECHRON HAYWARD 
INGRAHAM LATAUSCA DORMEYER 
VULCAIN REMINGTON OSTER 

ULYSSE NARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 


Catalog Twice Yearly ® Ask for Yours Today 
JOSEPH HAGN COMPANY 


Wholesalers Since 1911 
‘ 325 West Madison Street, Chicago 6, Illinois 








JUST PHONE 
“FRanklin 2-2928" 


"Whether you have a call for a 
marquise, an emerald cut or a 
round diamond, any size, loose 
or mounted — phone FRanklin 
2-2928. Your memo will be on 


the plane within a few hours." 


Leo Pevsner & Co., Diamonds 
5 South Wabash Avenue 
Chicago 3, Illinois 














Want 
quality at 


a SAVINGS? 
then by OF 


“SECURITY” MAINSPRINGS 


© QUALITY 
for © FINE WORKMANSHIP 
e BEST SWEDISH STEEL 


ORDER FROM YOUR JOBBERS TODAY! 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 


WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 




















603 Metropolitan Bidg., Detroit 26, Mich. 


uleh, Case Rezpaning 


Our work costs no more 


than ordinary work @ 
BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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q The Chicago office of the Hamilton 
Watch Co., under the direction of W. E. 
Pierpont, Jr., is now located in Room 844 
of the Pure Oil Building, 75 East Wacker 
Drive, having moved from the old address 
in the Garland Building late in the fall. 
q The Chicago Jewelers Club was sched- 
uled to hold its annual Christmas dinner 
and party for members and guests on De- 
cember 23 in the club’s quarters in the 
Pittsfield Bldg. As usual, a large turnout 
was expected, and the evening promised 
to be a gala affair. 

q Williams Jewelry & Mfg. Co, 10 S. 
Wabash Ave., are planning to mail out 
their new catalog of industrial incentives 
and awards early in January. Claiming it 
to be the only brochure of its kind cover- 
ing the safety field so extensively, the com- 
pany sends the book out to safety depart- 
ments, purchasing agents, and personnel 
managers of all the major large companies 
in the country. The 36 pages illustrate 
bronze plaques, tablets and trophies, with 
all types of imprints. The previous catalog 
was issued in 1949. 

4q Lewis Richman, 45, for 24 years a part- 
ner in the firm of Reichman Jewelers, 4940 
S. Ashland Ave., passed away suddenly 
after a heart attack on November 16. Mr. 
Richman had been in semi-retirement for 
several years, residing in California. Sur- 
viving are his widow and three children. 
q Mr. and Mrs. A. Braude, Emil Braude 
& Sons, 538 S. Wabash Ave., are planning 
a three-week Florida vacation shortly 
after the Christmas holidays. They plan 
to leave for Palm Beach about the 8th of 
January. And the Roy Joviens, Mr. and 
Mrs., expect to leave for Miami Beach 
about December 23 for a similar period. 
Roy is the city representative for the 
company. 

q Wendell & Co., Inc., a subsidiary of 
Stein & Ellbogen Co., Inc., 55 E. Washing- 
ton St., report a very gratifying reception 
accorded their new catalog which has been 
recently mailed to the trade. The response 
has exceeded their most optimistic ex- 
pectations and the company thanks its 
many jeweler customers for their many 
orders. 

q Miss Rose Rita Lambert, employed as 
a secretary by National Railway Time 
Service Co., Inc., 55 E. Washington St., 
was married on November 27 to John 
Sheehan of Chicago. The nuptial mass 
was held at noon at St. John the Baptist 
Catholic Church, followed in the evening 
by a reception for 500 guests. 

4 With an interesting program based on 
“The Elgin Story,” a joint meeting of the 
Illinois Watchmakers Association and the 
Midwest Chapter of the National Asso- 
ciation of Watch & Clock Collectors was 
held on November 16 at the Blue Note. 
According to secretary Herb Johnson these 
monthly meetings are gaining more and 
more popularity and attracting increasing 
attendance. 

q The Chicago office of James H. Napier 












CHICAGE 


Co. at 36 S. State St., is making elaborate 
plans to cooperate with the factory office 
in Meriden, Conn., in an outstanding cele. 
bration of the company’s 80th anniversary 
during 1955. This healthy and active “octo. 
genarian” is expecting the coming year 
to be the best in its history and is plan. 
ning special promotions to assure the 
achievement of this expectation. 





CJA Completes Banquet Plans; 
Over 1200 Expected to Attend 


An illustrious host of civic leaders, goy. 
ernment officials and out-of-town jewelers 
will be honored at the annual banquet of 
the Chicago Jewelers Association to be 
held in the ballroom of the Conrad Hilton 
Hotel on January 8. Arrangements have 
been completed to provide for an estimated 
attendance of more than 1200 guests, 

As usual, the banquet committee has 
provided an outstanding program of enter. 
tainment for the evening, and the cus. 
tomary valuable surprise souvenir of the 
occasion will be presented to all who 
attend. A cocktail hour will precede the 
dinner. 





Jeweler Friend of F. Gottlieb 
Honored by French Government 


Frederick M. Gottlieb, Frederick M. 
Gottlieb & Co., diamond importers, 55 E. 
Washington St., tells an interesting and 
unusual item of news about one of his 
close friends in Paris. The government of 
France has recently awarded the coveted 
ribbon of the Chevalier of the Legion of 
Honor to Mrs. Cecile Judels, wife of a 
well-known member of the jewelry indus- 
try and an important factor in the diamond 
importing business for many years. 

Although a resident of France for about 
35 years, Mrs. Judels still retains her 
American citizenship. The unusually high 
honor, rarely bestowed upon a woman, was 
extended to her because of her intense 
interest and activities as president of the 
“Committee for the Restoration of a Nor- 
man Village.” That organization, of which 
Mr. Gottlieb was one of the founders, 
“adopted” the little village of Saint Come 
du Mont which lay in the path of the 
American forces during the invasion of 
the Normandy Coast on D-Day in June, 
1944. The committee took on the task of 
restoring the devastated village after 
France was liberated, supplying the chil- 
dren with clothing and medicines, rebuild- 
ing the church and the school house, pro- 
viding school necessities, and later, tools, 








WRITE FOR OUR NEW CATALOG 
SPECIAL ORDER SPECIALISTS 


WENDELL 


55 EAST WASHINGTON STREET, CHICAGO 2 
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utensils and clothing for the adults. 

Today the village is self-supporting 
again, and deeply grateful for the as- 
sistance given by the committee and to 
Mrs. Judels for her untiring efforts in its 
behalf. The village square, in the center 
of the town, has been named Place Judels 
in her honor. 





Chayken Succeeds Gold as 
President of Jewelers’ Group 


The resignation of Charles H. Gold from 
the presidency of the Jewelers’ Associa- 
tion of Greater Chicago was regretfully 
accepted at the association’s regular meet- 
ing held on December 1 in the Standard 
Club. Mr. Gold’s action was caused by 
his retirement from the retail jewelry in- 
dustry to accept a position as Chicago 
sales representative for Benrus Watch Co. 

Elected to fill Mr. Gold’s unexpired 
term as president was Irving Chayken, 
Armstrong’s Jewelers of Hammond, Ind. 
Irv’s election adds another laurel to the 
long list of honors which he has earned 
during his many years in the trade. One 
of the jewelry industry’s most tireless 
workers and a prominent citizen and 
booster of Hammond, Irving Chayken is 
currently Chairman of the Board of the 
Jewelry Industry Council, Vice-President 
of the National Jewelers’ Association, a 
member of the Diamond Council of 
America, a director of the Hammond Na- 
tional Bank, as well as being active in 
many other trade and civic organizations 
too numerous to mention. 

Also elected at the meeting were Jerry 
Berger, Macy’s Jewelers, 55 W. Van 
Buren St., as first vice-president; and Al 
Berke, Berke Jewelers, 7201 W. Grand, 
as second vice-president. 





Foster Metal Products 
Fetes Suppliers at Luncheon 


Foster Metal Products, Inc., entertained 
a group of 27 suppliers and associates at 
a unique “appreciation” luncheon on No- 
vember 16. The group of guests represented 
12 organizations which had been active in 
getting Foster’s new men’s line ready for 
showing at the United Jewelry Show at 
the Providence Sheraton-Biltmore on No- 
vember 7. 

Before the luncheon was served, Presi- 
dent William C. Boots took the group on 
a tour of the recently completed Taunton 
factory where a large part of Foster’s pro- 
duction has been centered. Although many 
of the guests operate large plants geared 
to jewelry manufacturing, several features 
of the Foster operation drew admiring com- 
ments or expressions of amazement. All 
those who, for the first time, saw the bat- 
tery of almost 500 foot presses in operation 
on watchband assembly expressed interest 
in the size of the installation. Many were 
also impressed by the modern toolroom 
with 35 toolmakers at work. 

Luncheon was served at the Taunton Inn 
where a private exhibit of the entire Foster 
line was shown, including the new men’s 
line in which all those present had taken 
some part in readying for the trade. 
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J. Milhening, Inc., Announces 
Change in Corporate Structure 


J. Milhening, Inc., manufacturing jew- 
elers of Chicago, II], announced recently a 
change in their corporate structure, effec- 
tive January 1. 

With the exception of their manufactur- 
ing facilities, the Milhening firm has been 
sold to Murl E. Vedder and Thomas M. 
Johnson, formerly with the Traub Mfg. Co. 
of Detroit. Ralph Milhening will continue 
to be active in the business, together with 
Messrs. Vedder and Johnson. 

A new corporation known as Milhening 
Mfg. Co., headed by Frank Milhening, 
will be formed to continue the manufac- 
ture of special orders, diamond jewelry, 
and a new line of less expensive diamond 
rings. All merchandise manufactured by 
the Milhening Mfg. Co. will be sold ex- 
clusively through J. Milhening, Inc. 

It was stated that the broad merchandis- 
ing experience and wide customer contacts 
brought to J. Milhening, Inc., by Messrs. 
Johnson and Vedder, and the five experi- 
enced salesmen who will join them, will 
provide customers with a broader and more 
saleable line of diamond rings and other 


jewelry. 





Bacon Succeeds Bedinger as 
Head of F. H. Noble & Co. 
Stockholders of F. H. Noble & Co., pio- 


neer Chicago manufacturers since 1878, 
met October 29 and elected J. Raymond 
Bacon to the board of directors. On the 
same day, the directors elected Mr. Bacon 
president of the firm. 

Mr. Bacon joins the company with a 
record of accomplishment as an adminis- 
trator in all phases of management. He 
has been executive vice president of the 
Rockola Mfg. Co. of Chicago for the past 
six years. The firm manufacturers coin- 
operated phonographs and specialty furni- 
ture. 


J. RAYMOND 
BACON 


Elected 

President 

of F. H. 
Noble 
& Co. 





Prior to his association with Rockola, 
Mr. Bacon was vice president and general 
manager of O. D. Jennings & Co. for 
nearly eight years. This company also 
manufactured coin-controlled devices used 
on dispensing machines and amusement 
games. 

Frank M. Bedinger, retiring president 
and treasurer of F. H. Noble & Co., was 
honored October 28 at a farewell dinner 
held at the Windemere East Hotel. Thirty- 
seven company executives and employees 
attended the event. As a memento of the 
occasion, Mr. Bedinger was presented with 
a handsome gold watch made in the form 
of a $20 U. S. gold coin. 
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“The House of Griendly Service” 


WATCH MATERIALS AND 
JEWELERS’ SUPPLIES 


First & Washington, Springfield, Ill. 
ASK FOR “FAMOUS BRANDS BOOK” 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, tll. 
Students may enroll at any time of the yeer 
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SCHIRA BROS. 


PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of usive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 
434 ELM ST. CINCINNATI, O. 
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THE MARK OF FINEST QUALITY 
Will Ecker's Genuine Engraved 


Wedding Invitations and Accessories 
“More Costly Because They Are More Costly” 


Since 1913, the finest that can be made 
and sold by leading jewelers from coast 
to coast. Distinctive order-taking sample 
book furnished to jewelers who can qualify 
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in cities where a dealership is vacant. 
Write today if you sell fine merchandise. 


WILL ECKER & CO. 
414 N. TWELFTH BLVD. 
ST. LOUIS 1, MO. 
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THE GERWE BROWN CO. 
CINCINNATI . DALLAS 











Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors of Nationally Known Lines. 
THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
325 £. Central Parkway, Cincianati, Ohie 




















You Can Buy With Confidence From 


HARRY GREENWOLD, 


WALLENSTEIN-MAYER CO. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


52 years of SERVICE PLUS 
Write for our new 1955 Catalogue 
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q While early Christmas lay-away business 
of retailers in this area was reported to 
have been somewhat below the volume of 
recent years, the late rush of cash business 
was said to have been sufficiently satisfac- 
tory to indicate that the total volume of 
sales was well ahead of last year’s. All 
local wholesale and manufacturers’ offices 
were kept open evenings and weekends 
during December to accommodate retailers 
finding it necessary to replenish depleted 
stocks. 


q Miller Brothers Manufacturing Co., 
manufacturers of watch straps and bill- 
folds for the jewelry trade, has purchased 
Charles E. Sorrin Co. of this city, manu- 
facturer of men’s belts. The businesses are 
being consolidated at 817 Main St., where 
Miller Brothers, now occupying the fifth 
floor, have leased the first floor for gen- 
eral offices and the sixth floor for expanded 
manufacturing operations, increasing the 
floor space from 6,000 to 22,500 square 
feet. Melville Granby has been appointed 
general manager. 


q The annual dinner-meeting and election 
of officers of the Cincinnati Wholesale and 
Manufacturing Jewelers Association will 
be held on January 19 in the Cincinnati 
Club. The speaker will be Sid Gillman, 
head football coach at the University of 
Cincinnati, who also will show films of 
highlights of the past season’s games. 


q Clarence C. Loeb, salesman for Litwin 
& Sons, Inc., 114 W. Sixth St., was the vic- 
tim of a bold highway holdup on Novem- 
ber 9, while driving from Louisville, Ky., 
to this city. Posing as police officers and 
wailing a siren on their car, the bandits 
forced Loeb to stop. After binding his 
hands and feet, the bandits forced open 
the trunk of his car, and took cases con- 
taining diamond rings and other jewelry 
valued at $50,000. With Loeb in the rear 
seat, his car then was driven into a drive- 
way, and the bandits drove off in their 
car. After freeing himself Loeb walked 
along the highway until a woman motorist 
picked him up and took him to a school- 
house, from where he notified police. 


q Robert Brown, son of George E. Brown 
of the Gerwe Brown Co., wholesalers at 
817 Main St., is now company salesman in 
the West Virginia, Kentucky and Indiana 
territory, succeeding Cornelius Dillon, who 
resigned to become proprietor of Fenzel- 
McDonough, retailers in Middletown, O. 
Young Brown worked for two years in 
the Gerwe Brown office before serving 
three years in the Coast Guard, and he 
has again been in the office since return- 
ing from service several months ago. 

4q Business trips were made recently by 
A. F. Gebhardt of Faigle Brothers, manu- 
facturers at 12 E. Sixth St.; John Schira, 
Jr., of Schira Brothers, manufacturers at 
434 Elm St.; Chester Stroud, Peter Andres 
and Al Wehry of D. Jacobs Sons Co., 
wholesalers at 425 East Central Parkway, 
and Ray C. Eible and Irvin F. Harmon of 
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Klein Brothers Co., wholesalers at 696 
Vine St. 

q Because of the demolition of the Bly. 
mar Building at 514 Main St. for a park. 
ing lot, three manufacturers are now jn 
new locations. Shulman Jewelry Mfg. Co, 
is now at 906 Main St.; William B. Solar 
is at 606 Vine St., and C. Bischoff is at 
150 Jordan Road in suburban Cleves, 0, 
q Contract of the Gruen Watch Co. with 
Walter Winchell for his television and 
radio news programs was renewed at its 
termination on December 28, after having 
been in effect two years, company officials 
announced. Ralph E. Barrett, Gruen adver. 
tising director, said that more newspaper 
and magazine advertising will be used in 
the future. 

4q Clement B. Bockenstette, retailer in the 
Carew Tower Arcade, has been receiving 
congratulations because of the outstanding 
performances of his son, Kenneth, as quar- 
terback of the Dayton University football 
team last fall. 

q Percy Lucas, formerly with Rosfelder 
Brothers & Co., manufacturers at 413 Race 
St., has returned to his home in Fort 
Lauderdale, Fla., after having been an 
enthusiastic spectator at several Ohio State 
football games. 

q Robert Dietrich Gruen, a grandson of 
Dietrich Gruen, founder of the Gruen 
Watch Co., has been elected a director 
of the firm, succeeding Willis D. Gradison 
of this city, who resigned. 

4q George W. Schwab, manufacturer at 534 
Vine St., has increased his lines by add- 
ing findings, watchbands, straps and cases, 
and a new type of soft soldering gun. 

q Mark P. Herschede, president of the 
Frank Herschede Co., local retailers, has 
been elected a trustee of the Ohio State 
Council of Retail Merchants. 

q N.B.C. Mfg. Jewelers, Inc., 606 Vine St., 
have installed a new Hermes machine in 
their engraving department. 

q Roy Cowdrey of Chicago is a new sales- 
man in IIlinois for the B. David Co., manu- 
facturers at 2508 Vine St. 

q Abe M. Breines, retailer in the Enquirer 
Building, observed his 25th anniversary 
in business in the same location in late 
November. 


Akron Jeweler Celebrates 25th 
Anniversary with 'Open House’ 


A gala 25th anniversary celebration was 
held on October 18 by Albert I. Backer, 
prominent jeweler of Akron, Ohio. 

The celebration was announced to cus- 
tomers through a printed announcement 
on a postcard which invited them to attend 
the event. Those who attended were pre- 
sented with a free anniversary gift upon 
the presentation of their invitation. In ad- 
dition, customers were invited to register 
for a drawing in which a five-piece silver 
coffee and tea service was offered as 4 
prize. 
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The Backer store, located at 998 E. For incomes of less than $5,000, the tax- 
Market St., was completely remodeled be- payer receives only a small post card size 
fore the celebration. form; for $5,000 to $10,000, the form has 
p a terra cotta, or reddish, stripe, and for 
come Tax Forms for ‘55 to more than $10,000, the form bears a yellow 
a r Tell-Tale Colored Stripe stripe. Businessmen get a blue striped IMM EDI ATELY 
P : form. fj 
26 Despite comp laints from wapene-men Form 1040, the most popular form, has through a dignified 
d several congressmen, income tax forms : 
an . increased from three to four pages and 
ly. to be mailed out by the Internal Revenue : : 
ke ‘ ‘ 55 will b cell-cell the instruction booklet from 12 to 16 
, Service early in 1955 will bear a tell-tale ee f th , 
in A Oo observer accuses reve- pages, largely because of the new tax law. 
. colored stripe. ne The businessmen’s pack tai 
A, ficials of using a “tax-and-tell” sys- Pee ene Serene 
™ nue 0 form 1040-OES—for estimating taxes for S ALE 
tem. ‘ a 
* "ais a on the coming year, two copies of schedule 
0. containing instructions and forms for D for capital gains, and two copies of 
. ages p : 
th rious classes of taxpayers, will be mailed schedule C » designed especially for use by Let us look at 
nd ve 3 P partnerships and proprietorships. 
, out. The stripes will tell at a glance to th d 
o" anyone who happens to see them poking e recor 
out of a mailbox whether the taxpayer last : 
' year reported more than $10,000; between Lewiston Jeweler at New Site Recent Sales Conducted: 
er $5,000 and napa whether he owns Frank Gray, retail jeweler formerly at Ovington’s, 5th Ave., N.Y.C. 
in or is a partner in a business. ' 235 Lisbon St., Lewiston, Maine, has H tami H 
Justice Department attorneys have called moved to a new location at 195 Main St. Rubins, yer Florida 
he the forms in the “twilight” zone of legal- Mr. Gray has installed modern fixtures at Harry Levinsons, 
ng ity, since it is illegal for exact income fig- the new and larger quarters, and has added Youngstown, Ohio 
ng ures to be revealed. a diamond department. Webers, Meriden, Conn. 
ar- and many others 
- NEW YORK JEWELERS HONOR KUSHNER AND ROSENBERG 
; , WE WILL GUARANTEE 
. . : ] 100¢ ON THE DOLLAR— 
ort . 7 - ‘ PLUS—FOR YOUR STOCK 
- We will advance any money needed to 
ate conduct your sale. 
of Your reputation will be guarded. 
en You will have a more popular store when 
tor sale is over. 
= Your business will be permanently in- 
creased. 
“ We will interview you at our expense 
a without obligation to you. 
Remember our earnings depend upon the 
he success of your sale. 
1a8 We specialize in buying stores for cash. 
ate 
f |) WRITE — WIRE — PHONE 
St., a, #,, ¢ Hh \) 
/ eran COLMES & BRILL 
Ata dinner held at the Waldorf-Astoria on December 7, it was announced that a children's 
7 shelter will be built in Israel in memory of Milton Rosenberg and Bernard Kushner, late arama . 
| leaders of the jewelry industry. View of the head table at the dinner shows, left to right: 15 West 47th St., New York City 
Henry Peterson, Mrs. Bernard Kushner, Harold Kushner, Andrew Leredu, Jack Low and JUdson 6-2334 
rer Mrs. Florence Low. 
ry 
ate New York’s top jewelry industrialists for the needs of homeless and destitute | a 
joined hands to pay tribute to two of the orphans. W h Q 
industry’s outstanding leaders by announc- Andrew Leredu, president of the Inter- atc epairing 
; ing a drive to build a children’s home in national Jewelry Workers Union (Local 
) their memory in Israel. = No. 1) and chairman of the jewelry in- EAST—DEPENDABLE—ECONOMICAL 
The two posthumous recipients of this dustry’s committee, announced that the WORK. WATCHMASTER TESTED 
a8 honor, announced at a special dinner at initial phase of the $25,000 drive had been ‘ e 
er, the Waldorf-Astoria on December 7, are successfully completed. He pledged the in- Over a quarter century of service 
Milton Rosenberg (B. F. Hirsch, Inc.) and dustry’s unremitting cooperation in rais- to the trade 
18° Bernard Kushner (Kushner & Pines, Inc.), ing the balance of the promised fund. & 
ant both of whom passed away in recent Co-chairmen of the committee are: Isi- Watches insured and safeguarded 
nd months, dore Gratz (L. Gratz Sons, Inc.), Max in Holmes-protected vaults 
re- Hundreds of their fellow-jewelers at Jacoby (Jacoby-Bender, Inc.) ; Dave Kay, Peers. , 
on the dinner heard details of the projected and Henry Peterson (Feature Ring Co., Ask for price list or send trial order 
id- children’s shelter. Situated in the chil- Inc.). . 
ter dren’s village of Alumin, north of Tel Aviv, Associate chairmen of the committee are: Cooper S Watch Repair Co. | 
er the jewelry industry’s children’s shelter Tobias N. Berger ( Associate Jewelers, 48 West 48th Street, New York 36, N. Y. 
a is being built jointly by the industry and Inc.) and Henry L. Sperling (Jewelry 
é aig Plaza 7-1740 
the Israel Histadrut. The shelter will care Crafts Association) . 
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q Jim Arnold of Arnold’s Jewelry Store, 
; nan é Pasadena, has been named a regional di- 
(eee Bg gues Clas obec tet. || rector of the California Retail, Jeweler 
nut,’ Mahogany, or Black Wood Finished Bases. Association, replacing Walter Dorn, Jr., of 
‘ Pasadena also, who resigned. 
2Yex 5”..$ 1.50 ’ 
gx 6). Its 4 Gordon H. Otto, manufacturers’ repre- 
4x ie 2.38 sentative, residing in Walnut Creek, moved 
5 x7%.. 2:75 to 224 San Lorenzo Ave., Felton. 
: 4q Bob Mendelson was injured in an auto- 
mobile accident and was, at this writing, 
recuperating at Temple Hospital in Los 
Angeles. 
4A suburban branch of Grebitus Jewelers 
was opened in November in the Town and 
Country Village, Sacramento, Calif. The 
new store has an area equal in size to their 
Sacramento store at 1108 J St. Owners of 
the store are Edwin A. Grebitus, Sr., and 
his son, Edwin A. Grebitus, Jr. 
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0,0. H.T. Price 0.D. H.T. Price q Wight Jewelry store, Ontario, Calif., re- 
ine x Iyer 8 “sis ; itn: 280 cently completed extensive remodeling and 
(with .. hale at ns ie ae | redecorating. The store is owned by Don 
4%" x 8” ... 2.38  *Machine Made E. Wight, a Registered Jeweler of the 
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American Gem Society, a Certified Gemol- 

ogist, and past president of the Southern 

CRYSTAL GLASS TUBE California Guild of the American Gem So- 
CYLINDER COMPANY ciety. 

7317 SOUTH CHICAGO AVE. 4 Jack Morris of Morris Credit Jewelers, 

CHICAGO 19, ILLINOIS Los Angeles, was at St. John’s Hospital, 

Santa Monica, recuperating from an ill- 
— ness. 





GEORGE C. HOUSTON 4 San Lorenzo Jewelers moved to new 


quarters at 351 Paseo Grande, San Lorenzo, 





National Distributor of Calif. They were formerly located at 75 

"LINDE" STAR Bockman Rd. ‘ 
Man-Made Ostermier Succeeds Dayton 
SAPPHIRES and RUBIES As Head of Southeast RJA 


The Southeast (Los Angeles) Retail 
Jewelers Association, which has held meet- 
Manufacturing jewelers by ings regularly since the early 1930s, 
elected H. W. “Jerry” Ostermier (Pod- 
GEORGE Cc. HOUSTON more’s, Huntington Park), president; Jack 
448 S. Hill St. Los Angeles 13, Calif. Gloeckler (Bell), vice-president; Floyd 
Hewley (Compton), secretary; and Jack 
Hamm (Los Angeles), treasurer. Oster- 
mier was president of the group in 1939 
and is a past-president of the California 
Retail Jewelers Association. 


Wide selection in stock for 
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GENUINE 
ROSE 
QUARTZ 
CHARMS 


H. W. 'JERRY' 
OSTERMIER 





The charms which sells the year around. 
7'' diam. $5.00, I'' diam. $7.00 Keystone. 


KLEPA ARTS 
8628 Melrose Ave. Los Angeles 46, Calif. 


For Fine Quality Tarnish-Proof | 
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(Los Angeles) 
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Silverware Chests Emco Silvercases 
Rolls & Bags Pacific Gift Paks More than 60 members and guests at- 
Pacific Silver Cloth tended the group’s annual banquet in 
EUREKA MFG. CO., INC., TAUNTON, MASS. | | Huntington Park on November 10. Clar- 
makers of silverware Protection since 1926 ence A. Dayton, outgoing president, pre- 
Send for new illustrated leaflet sided and the retiring secretary, Charlotte 
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Luth, summarized the association’s 1954 
activities and progress. Robert Seamang 
California RJA executive secretary, dis. 
cussed the state association’s program and 
progress. Norman Luth, program chairman, 
introduced the speaker, Edmund F, Sha. 
heen. Mr. Shaheen, a Compton realtor and 
insurance man, discussed the qualities 
important to both store owners and per. 
sonnel for a successful operation. 
Throughout the excellent dinner, enter. 
tainment was provided by an accordionist, 
A great many door prizes were awarded, 
These were contributed by the Ball Co, 
of California, Bruner-Ritter (through 
Leonard Ross), Cordova Leather and 
Jewelry Co., Friedman-Gessler Co., Hig. 
bee & Dorrer, Stanley O. Jacobs Co., Fred. 
eric A. Kane, Lanco Jewelry Co., E. W, 
Reynolds Co., Alvin I. Solomon, and 
Speidel (through Reynolds Associates), 





L. A. Diamond Exchange Gains 
Acceptance as Trade Center 


Maurry S. Sater, president of the Los 
Angeles Diamond Exchange, reports that 
there has been rapid acceptance of the 
Exchange as a trade shopping center. The 
month of October tallied an average of 
just over 500 visitors a day. This is note- 
worthy on the West Coast where the whole 
idea of an exchange is new. 

During October, only three sales were 
made at retail, and those at keystone 
prices and for cash. The “public” did ven- 
ture in occasionally to look around but 
their buying was discouraged. They were 
encouraged, however, to come in with 
estate and other jewelry they wished to 
sell. 

The exchange is located at 325 West 
Fifth St., Los Angeles. 





Interesting Talk on Jade 
Highlights 24-K Club Meeting 


Tuesday evening, December 14, the 
Jewelers 24 Karat Club of Southern Cali- 
fornia listened to the distinguished scholar, 
John W. T. Chang, importer and cutter 
of fine jade and owner of the Chinese Jade 
Co. (in the Los Angeles Diamond Ex 
change), speak on precious jade. His ex- 
perience, his knowledge of this gem, sacred 
in China, and the techniques of handling 
it were told and shown in Kodachrome 
slides, providing a most unusual and im 
teresting meeting. 

Mr. Chang was born in Soochow, China. 
Both of his parents having died while he 
was still very young, he was educated in 4 
missionary school and at 13 became an 
apprentice in a Shanghai jewelry store. 
He became a highly-skilled designer. At 
17, after completing his apprenticeship, 
he returned to the missionary schocl, but 
because of his lack of money he found it 
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necessary to become a teacher in the “mid- 
dle school” before he could finish his col- 
lege courses. While still a teacher, with 
connections in the United States, he started 
a jade business. In time, he stopped teach- 
ing entirely and concerned himself exclu- 
sively with the handling of jade. He first 
yjsited the United States in 1926 when he 
exhibited at the Sesqui-Centennial Exposi- 
tion in Philadelphia. He returned in 1933 
to the Chicago Century of Progress and 
in 1939 for the San Francisco Golden Gate 
International Exposition. This last time he 
brought with him a magnificent collection 
of jade specimens and works of art, the 
property of a number of collectors as well 
as his own. Included was the Sacred Jade 
Pagoda. Conditions in China by this time 
were most difficult and the owners felt that 
their collections would be safer here. 
Pearl Harbor prevented Mr. Chang’s own 
return. Last year he became a naturalized 
citizen of the United States. 

The trade-talk at the meeting was given 
by Rudy Apffel on “Special Order for 
Profit.” 


—_———- 


Report of Hoover Commission 
May Urge Curtailment of PX's 


Jewelry dealers and other businessmen 
long plagued by competition from military 
post exchanges may soon gain a powerful 
friend—the Commission on Reorganization 
of the Executive Branch of the Government 
headed by former President Herbert 
Hoover. 

Hoover’s investigators have discovered 
that the government actively competes with 
private enterprises in 985 business areas, 
using a total investment of $18 billion. 

When finished, his report is expected to 
urge curtailment of military business-type 
activities, specifically including post ex- 
changes and commissaries. 

As an example of scope of these opera- 
tions, the Army reveals that its post ex- 
change system in Europe did $185.4 mil- 
lion in business in the year ended last 
June 30, and netted a $16 million profit 
from its 2,728 exchanges there. 

Legislators, who agreed to withhold a 
bill to force the government out of com- 
petition at the last session, are keeping 
their eye on competing activities, and are 
making it plain that the measure will be 
pushed through in the coming session if 
the government doesn’t clean its own 
house. 





Government-Operated Store 
Told to Stop Cut-Price Selling 


The Defense Department, in the first ac- 
tion of its kind, has directed a govern- 
ment-operated store to stop selling fair- 
traded merchandise below fair trade mini- 
mums. The directive is expected to set a 
precedent for other government stores in 
all fair trade areas. 

Involved in the directive was an em- 
ployes’ store at the Naval Ordnance Labora- 
tory in a Maryland suburb of Washington, 
D. C. Maryland has fair trade laws. A 
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recent directive from the federal Budget 
Bureau ordered all government stores not 
to violate any state or federal resale laws. 

Instrumental in securing the directive 
to the Navy store was the District of Co- 
lumbia Business Practices Council, which 
filed the original complaint. Business lead- 
ers warn that government officials will act 
only on specific, signed complaints, of 
violations of fair trade laws. 





Los Angeles Gem Dealer 
Moves Offices to New Site 





George C. Houston, Los Angeles gem 
dealer, moved recently to new quarters 
(shown here) at 448 S. Hill St. Houston 
specializes in colored stones and is a na- 
tional distributor of Linde's synthetic star 
sapphires and star rubies. To the left is 
Houston's private office, while beyond that 
is the lapidary workshop. To the right of 
this well-equipped suite is the shipping 
and storerooms. 





Publicity Drive to Spearhead 
Electric Housewares Campaign 


Electric housewares selling will receive 
a dynamic boost during 1955 in the form 
of an expanded drive for increased con- 
sumer publicity, it has been announced by 
H. S. Perkins, chairman of the Electric 
Housewares Section of the National Elec- 
trical Manufacturers Association. 

Stating that the objective of the 1955 pro- 
gram was to create maximum possible ex- 
citement at the consumer level, he said 
“this excitement will then be reflected at 
the dealer, distributor, and light and power 
company levels. With a powerful backdrop 
of consumer publicity, the various seg- 
ments of the trade will be looking for op- 
portunities to tie in.” 

Mr. Perkins is general sales manager of 
the Silex Co. 





Maury Ash Named President of 
Gruen Watch Co. of Canada 


Officers of the Gruen Watch Co. of 
Canada, Ltd., elected at a recent annual 
meeting in Toronto, are: Chairman, John 
R. Bullock of Cincinnati; President, Maury 
Ash, Cincinnati; Executive Vice President 
and General Manager, Charles S. Ballard, 
Toronto; Vice President, Hamilton J. 
Stuart, Toronto; Treasurer-Comptroller, 
Alfred T. Reis, Cincinnati; Secretary, 
A. R. Cousins, Toronto, and Assistant Sec- 
retary, Betty H. Johnston, Toronto. 

The company is a wholly-owned sub- 
sidiary of the Cincinnati firm. 











“Honor,” said a great author, “is like 
a precious stone, the price of which 
is lessened by a single flaw.” 


AN AUCTION SERVICE 
FOR JEWELERS 
WHO CARE 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


ANOTHER OKLAHOMA 
AUCTION TRIUMPH 


“We have,” writes Bob Reneau of 
Alva, Oklahoma, “finished the tabula- 
tion of the results of our going-out- 
of-business auction which you held 
for us in early November, and find 
that the returns are far greater than 
we expected. There are naturally 
other jewelers in America who would 
like to liquidate if they were sure that 
they would fall into the right hands 
and get a square deal. To those let 
me say ‘have no fear if you can get 
Tom Faussett,’ in fact wait if neces- 
sary a whole year for him.” 


When you bow out of the final 
picture on your street by a 
Faussett auction sale the 
glories of a life time do not 
just fade away. We have spent 
a life time in dramatizing 
auction sales. 


If you contemplate retiring, 
kindly let us put you in touch 


with the 


firms for 


made closing out 


in 1954. 


YOU CAN 
AUCTION 


HOLD 4A 
WITHOUT 


YOUR PRIDE. 


Kindly write or wire 


phone. 


whom we 
sales for 


FAUSSETT 
HURT TO 


rather than 


THOMAS J. FAUSSETT 


521 Fleming Street 


HOWELL 


MICHIGAN 
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Importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave., New York 10, N.Y. 
AL. 4-0104 

















WEDGWOOD 


Bone China Dinnerware, peewee 4 s Ware 
Jasper and Black Ba 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East S4th Street New York City 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 


MARY RYAN ‘ccessonis 


FURNITURE 














GIFT AND ART 


225 Fifth Avenue, New York 
Merchandise Mart, Chicago NOVELTIES 











PROVIDENCE JEWELERS ATTEND FESTIVE DINNER-DANCE 


Head table guests at the third annual dinner-dance of the Providence Jewelers Club were, 
seated left to right: Arthur B. Wright, president of the Diamond Peacock Club, and Mrs, 






Wright; Joseph T. McDevitt, president of the Providence Jewelers Club, and Mrs. McDevitt, 
Second row: Howard H. Sweet, president of the New England Manufacturing Jewelers 
& Silversmiths Association; Mrs. Sweet; William A. Shawcross, chairman of the reception 
committee; Mrs. Ellsworth W. Read and Mr. Read, president of the Boston Jewelers Club 
and Joseph Lavan, president of the Manufacturing Jewelers Sales Association, Ine, 


A colorful harvest dinner-dance was held 
in Providence November 23, at the Crown 
Hotel, by the Providence Jewelers Club. 

The banquet hall was attractively be- 
decked in the harvest motif, with center- 
pieces of fruits and vegetables adorning 
the tables, and a horn of plenty overflowing 
at the center of the head table. 

The 150 members and their ladies took 
an opportunity during the evening’s festivi- 
ties to pay tribute to Reginald J. White, 
president during the three years since the 
club was organized. 

Joseph T. McDevitt, the new president, 
pinned a past-president’s pin on the lapel 
of White’s coat, and spoke glowingly of 
his devotion to the club. 

Albert G. Berghahn, on behalf of the mem- 
bership, presented him with a silver chaf- 
ing dish. He expressed the appreciation of 
the club for his leadership and noted that 
during his term of office the membership 
had grown to over 300 members. 


Guests at the third annual harvest affair 
included Governor Dennis J. Roberts of 
Rhode Island, Howard H. Sweet, president 
of the New England Manufacturing Jewel- 
ers’ and Silversmiths’ Ass’n; Mrs. Sweet; 
Joseph Lavan, president of the Manufac- 
turing Jewelers Sales Association; Mrs, 
Lavan; Ellsworth W. Read, president of 
the Boston Jewelers Club; Mrs. Read; 
Arthur B. Wright, president of the Dia. 
mond Peacock Club, Boston, and Mrs. 
Wright. 

The souvenir favor presented the ladies 
was a miniature alarm clock. 

The Providence Jewelers Club is the so- 
cial organization of the jewelry industry in 
the Providence area. Its members, repre- 
senting management of the jewelry manu- 
facturing industry, hold daily luncheons in 
their own quarters in the Crown Hotel. 

The committee for the dinner dance in- 
cluded M. Morton Zisquit, chairman; David 
B. Stewart, Jr., and William Haggart. 





Veteran Coro Employes 
Organize 25-Year Club 


Long-time employes of Coro, Inc., Provi- 
dence, manufacturers of costume jewelry, 
have formed a Twenty-Five Year Club. 

Its organization took place recently at 
an award dinner for eight members of the 
plant’s personnel, who have attained 25 
years of continuous service. 

At a dinner ceremony in Johnson’s Hum- 
mocks, Providence, each of the new 25- 
year employes was presented a watch by 
the company. 

Among the recipients was Adolph Katz, 
recently elected first vice president of the 
company. His watch was presented by 
Edward Perry, assistant treasurer. 

Katz, in turn, made watch presentations 
to the others: Harry Miller, Thomas Pa- 
lombo, Jennie Samter, Owen Jessop, Car- 
mella Colella, John Colvino, Amelia Re- 
beolo and Mollie Greenstein. 

This group brings to 21 the employes 


of the firm who have now worked 25 or 
more years for the concern. 

Following the decision to form a Twenty- 
five Year Club, John Calvino was elected 
president, with Basil Whiting as secretary, 
Joseph Webster, chairman of the rules 
committee, and Thomas Palombo, chair 
man of entertainment. 

It was voted to install a placque in the 
reception room of the plant bearing the 
names of the charter members together 
with the names of new members as they 
qualify for membership. 

The group also voted approval of a lapel 
pin to designate membership in the organi- 
zation, 




















EDWARD BOOTE, INC. 


35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
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January, 1955 


4-12—Keystone China & Glass Show, 
Hotel Fort Pitt, Pittsburgh, Pa. 

5.12—Pittsburgh Glass and Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 

8—Chicago Jewelers Association, 81st 
Annual Banquet, Conrad Hilton Hotel, 
Chicago, IIl. 

9-11—Miami Gift, China, Jewelry & 
Novelty Show, McAllister Hotel, Miami, 
Fla. 

9-13—Main Floor Accessories Show, 
Hotel McAlpin, New York. 

13—Diamond Manufacturers’ & Import- 
ers’ Association of America, Annual Meet- 
ing and Celebration, Hotel Roosevelt, New 
York. 

15—Twenty-Four Karat Club of the City 
of New York, 53rd Annual Banquet, The 
Waldorf-Astoria, New York. 

16-19—Southeastern China, Glass & Gift 
Show, Atlanta Municipal Auditorium, At- 
lanta, Ga. 

23-25—Carolina Gift Mart, Radio Cen- 
ter, Charlotte, N. C. 

23-26—Washington Gift Show, Hotel 
Willard, Washington, D. C. 

23-27—Parker House Gift Show, Parker 
House, Boston, Mass. 

23-28—California Gift Show, Brack 
Shops, Merchandise Mart, Alexandria and 
Biltmore Hotels, and individual show- 
rooms, Los Angeles, Calif. 

31-February 11—Chicago Gift Show, 
LaSalle Hotel and Palmer House, Chicago, 
Ill. 

31-February 11—Merchandise Mart 
China, Glass & Gift Show, Merchandise 
Mart, Chicago, II. 

31-February 11—Registered California 
Gift Show, LaSalle Hotel, Chicago, III. 


February 


3-6—Gift, China, Glass, Stationery & 
Housewares Show, Western Merchandise 
Mart, San Francisco, Calif. 

3-6-—Western China, Glass, Gift, Jewelry, 
Toy, Stationery & Housewares Show, Civic 
Auditorium, Palace, St. Francis and Sir 
Francis Drake Hotels, San Francisco, Calif. 

5—Boston Jewelers Club, 67th Annual 
Banquet, Hotel Statler, Boston, Mass. 

13-16—Portland China,- Glass, Gift, 
Jewelry, Stationery, Toy & Housewares 
Show, Portland Public Auditorium and 
Plaza Hotel, Portland, Ore. 

20-24—Allied Gift & Jewelry Show, Ho- 
tel Adolphus, Dallas, Texas. 

20-24—Pacific Northwest China, Glass, 
Gift, Jewelry, Stationery, Toy & House- 
wares Show, Civic Auditorium, Olympic 
and New Washington Hotels, Terminal 
Sales Building, Seattle, Wash. 

20-25—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, and Merchandise Mart, 
Dallas, Texas. 

20-25—Registered California Gift and 
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Dinnerware Show, Hotel Vanderbilt, New 
York. 
21-25—New York Gift Show, Hotels 
Statler and New Yorker, New York. 
27-March 2—Ohio State Gift Show, Ho- 
tel Deshler-Hilton, Columbus, Ohio. 


March 


4-8—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 

6-10—Detroit Gift Show, Hotels Statler 
and Sheraton-Cadillac, Detroit, Mich. 

7-11—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

9—Jewelers Association of Baltimore, 
Annual Dinner-Dance, Emerson Hotel, 
Baltimore, Md. 

19-20—Nebraska Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Yancey, 
Grand Island, Nebr. 

20-23—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

27-28—Indiana Jewelers Association, An- 
nual Convention, Lincoln Hotel, Indian- 
apolis, Ind. 

27-30—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

27-30—Indianapolis Gift Show, Hotel 
Claypool, Indianapolis, Ind. 


April 
1-5—American Gem Society, Annual 
Conclave, Hotel Statler, Boston, Mass. 
3-5—Wisconsin Retail Jewelers Associa- 
tion, Annual Convention, Hotel Schroeder, 
Milwaukee, Wis. 











SELF-SELLER 


HAMILTON BERTH 


freee 





—when you display it 
this way! 


Nowadays, thousands of lucky 
folks are demonstrating to 
friends the Hamilton Beach 
Liqui-Blenders they got for 
Christmas. And now you can 
sell these friends—by using this 
“stopper” of a display. It’s free. 
Write for yours, to Adv. Dept., 
Hamilton Beach Co., Div. of 
Scovill Mfg. Co., Racine, Wis. 


HAMILTON BEACH 











profits for more jewelers 


More and more jewelers are cashing in on SUC 


‘Rocket Cylinder’’ Crystals. Each crystal is pre 
cision molded of extra-heavy. Lucite, with SUC’s 
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FLAT TOPS - GABLES 


STANDARD UNBREAKABLE WATCH CRYSTALS. INC 
123 East 144th Street 
New York 51, N.Y 
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TAKING TOOL—Should we use a round-faced or 

flat-faced staking tool punch with hole in center for 
staking on balance staffs? Also, which punch is best 
for riveting-in bushings? And how to make sure of 
keeping the balance really true? (Question No. 6424) 
O. V. 

Answer—For staking on balance staffs, select a 
round-faced punch that has a hole that will go over the 
collet hub of the staff rather loosely—with a moderate 
amount of side-play. Strike the punch with blows of 
the hammer not too heavy and turn the punch several 
times during the operation; that is, take a number of 
blows to complete the riveting, as this gradual procedure 
aids in securing a rivet that bears equally the entire way 
around, instead of more fully on one side than the other. 
It is this that insures keeping the balance true. After 
using the round punch, a flat punch should generally 
be used (whenever there is a little height of rivet stand- 
ing above the plane of the balance arm bar) to give the 
job a flat finish. The same method may be followed for 
riveting small bushings. 


ACK-TUMBLER ACTION—We have a grandfather 

clock with tubular chimes (Herschede make) that 
has something wrong with the rack-and-tumbler action. 
Our customer said that for years it worked all right, but 
lately it would keep on striking until the weight ran 
down. We took the dial off and found that the tail of 
the tumbler, as the last notch was caught, would seem 
to “kick” the rack which would drop and cause striking 
to continue, repeating this until run doWn. We ground 
the tail flatter, but no better action. What shall we look 
for next? (Question No. 6425) C. E. 


Answer—lIt is most likely that if you look closely at 
the action of the rack-hook (detent), you will see that its 
“tooth” has become rounded off by wear, so that when 
it drops into the last notch on the rack, the slight re- 
bourd allows the rack-tooth to catch the detent-tooth 
where it is rounded, and to repel the detent instead of 
retaining it. File or stone the detent tooth so that it has 
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a slight force like the “draw” on a pallet in a lever es. 
capement. Just to file the tooth-face straight may suffice 
for this; but if not, then give the face a slight inclina. 
tion (but straight-lined, not the slightest curve in ‘t) 
slanting the face slightly with its top leaning away from 
the rack-teeth. 


RINDING HOLES—I have wheel cutting “fraises” 

of two different makes; about half of them fit the 
cutter arbor I have that is on a solid lathe-chuck. The 
other half have holes a little too small to fit the arbor. 
What would be a practical way of grinding these holes 
(about 40 of them) a little larger? (Question No. 6426) 
J. G. 


Answer—By all means, have the maker of your lathe 
or any toolmaker make you an arbor-chuck with its seat 
of a diameter to fit the holes in the 40 cutters, instead 
of attempting to grind the holes larger; this as a matter 
of economy and common sense. Mounting up and grind- 
ing 40 hardened steel cutters would cost much more to 
do than the cost of one arbor chuck made up to a special 
size. 


RAVER FORM—What is the best form of graver 
and how is it used for centering a staff when re- 
pivoting it? (Question No. 6427) P. H. 


Answer—The best form of graver for this is the 
“lozenge” type, which in cross-section is diamond-shape 
instead of square with one axis longer than the other. 
This will sharpen to a longer point than can be made 
on a “square” graver. After stoning the broken pivot 
stump off flat, apply the graver point to this surface, 
using a double eyeglass. At first use very delicate pres- 
sure; if the graver point has not touched the exact center 
of the work, a little circle will be marked by it. Replace 
the graver point exactly in the center of this circle. Suc- 
cess in centering depends in keeping the point in this 
center, during all the turning, to avoid forming a minute 
projection at the bottom of the turned “V.” Further, the 
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MAIL THIS TODAY 


American Time Products, Inc. Name 
580 Fifth Avenue, 
New York 36, N. Y. 


Gentlemen: 

Please let me prove these 
facts for myself through a Address. 
"no-obligation" demonstration 


of the WatchMaster at my 
bench.. City. State 
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object must be to turn the center just deep enough to 
fully embrace the width of the drill-blade; and the angle 
of the sides of the center should correspond as exactly 
as possible with the angle of the lips of the drill. 


66@' HARP-STUFF”—What is meant by “sharp-stuff” 

in an English book that recommends this for flat- 
tening steel work before polishing it? (Question No. 
6428) J. M. 


A nswer—Sharp-stuff is a trade term meaning a grade 
of rouge (calcined oxide of iron) that is more coarse 
grained than the grade of rouge used for the final polish 
on steel. Sharp-stuff would have an abrasive effect on 
tempered steel corresponding to that obtained from use 
of oilstone powder, or No. 1 diamantine. 


| Feniareg BURN—Some time ago, one of the work- 

men in our store happened to get cyanide solution 
into a cut on his hand; it got very sore, and he was pre- 
vented from working for two weeks. In case of any 
similar accident, what is the best thing to do immediately 
to prevent trouble? (Question No. 6429) C. H. 


Answer—tThe first thing to do is to run cold water 
from a tap over the cut to wash out the cyanide; or if 
running water is not at hand, fill the largest possible 
vessel with cold water and immerse the cut part in it, 
moving the hand around in the water to increase the 
rinsing action. Then “sop” the cut with cotton wet with 
lime water, of which a bottle should be kept on hand. 
Dry the wound with clean absorbent cotton; finally, pour 
olive oil on the affected part, leaving it on for a quarter 
hour or so before mopping off the surplus. If the cut is 
in a place subject to contacts, place over it a “Bandaid” 
of suitable size, or other clean bandage. 


~~ JEWEL SETTINGS—When I find the tops of cap 
jewel settings dull or scratched, how can these be 
(Ques- 


given a perfect polish like when they are new? 


tion No. 6430) H. T. 


Answer—tThe most convenient thing to use for this 
kind of polishing is the uncut side of a burnishing file. 
Make sure that the file surface is clean; twist a piece of 
watch paper over the tip of your index finger, and with 
this rub the jewel setting on the file—that is, of course, 
over the smooth side of the file—until the surface of the 
setting top is polished fully. If one has a great deal of 
this flat polishing to do on gold or brass, it may pay to 
have a flat jasper-stone lap for the work; these can be 
bought at watchmakers’ supply dealers anywhere. 


ppnow PENDULUM—What is a Foucault pen- 
dulum, and in what type clocks is it used? (Ques- 
tion No. 6431) L. A. 


Answer—tThe Foucault pendulum is not one for use in 
clocks; it is a device that shows the diurnal rotation of 
the zarth on its axis. It was invented by Jean Foucault, 
a French physicist, and was first installed in the aPntheon 
in Paris in 1851. This was a heavy cannon ball, sus- 
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pended on a wire 200 feet long, from the top of the dome 
inside the building. Beneath the ball a point was fastened 
so that it would trace the path of its motion in a tray of 
sand. This path was seen to change its direction grady. 
ally, as the earth turned under the swinging pendulum, 
which maintained its motion in the same plane in which 
it started. There are examples of the Foucault pendulum 
in numerous places; the nearest to your location are jn 
the Franklin Institute, Philadelphia, and at the National 
Academy of Sciences in Washington, D. C. 


ee WINDER—Is it necessary to use a 
mainspring winder on springs for small bracelet 
watches that are easily wound into the barrel by hand? 
(Question No. 6432) S. B. 


Answer—Yes, and if anything, it is more important 
to use a winder on small springs although it should be 
used on all sizes. The distortion of springs into 4 
“stacked” form, caused by winding in to barrel with the 
fingers, wastes the power of a spring, diverting it by 
pressure against the top and bottom of the barrel. Be. 
sides this, winding-in springs with the fingers may cause 
kinks in the coils that promote breakage. Another rea. 
son for using a winder is to avoid getting perspiration 
from the fingers on the steel coils, which could spoil 
the oil on them. 


ONOMETALLIC BALANCE—Exactly what is a 
“monometallic” balance? Are they better for all 
types of watches? (Question No. 6433) C. H. 


Answer—Monometallic balances are those in which 
the rim and arms are made in one piece, and of one 
kind of metal only, as differentiated from bimetallic 
balances which have rims made of a layer of brass out- 
side, and steel inside. These bimetallic balances are 
used with carbon-steel hairsprings, to correct—‘“com- 
pensate”—the effects of changes of temperature, which 
cause the timekeeping rates of hairsprings to vary. But 
hairsprings made of alloy metals instead of steel are 
relatively unaffected by heat and cold, and with these 
springs, monometallic balances which do not compensate 
are used. The metal in monometallic balances is non- 
ferrous (not iron or steel); magnetism does not affect 
it, nor the alloy hairspring used with it. 


NKNOWN WHITE METAL—I have seen several 

fine old watches of European make with gold 
enameled cases and small diamonds set around the bezels 
(open-face cases). These stones appear to be set in 
some white metal that has become dull-looking. So it 
cannot be platinum; and it does not show the black 
tarnish that would be on old silver. Can you tell me 
what metal this might be? (Question No. 6434) A. D. 


Answer—Your description of the appearance of the 
metal in which the stones are set indicates that it is pure 
block tin. This metal was frequently used in the finest 
watch cases of the kind and period you refer to. Plati- 
num had not come into use for jewelry as early as then; 
and silver was not as suitable because of its tendency 
to blacken. 
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he triple-filtering system of Leiman 

Grinder-Polisher Dust-Collectors 
not only recovers precious metals, but 
protects precious health. Dust is taken 
out of the air to keep workers safe, and 
workrooms neat and clean—then col- 
lected in bags where metal is easily 
recovered by refining or burning off 
dusts. These bonuses go with the preci- 
sion grinding and polishing obtained 
with Leiman equipment, built to give 
trouble-free service for 15 years and 
longer. Get details and prices. 


LEIMAN BROS., Inc. 


171 Christie Street, Newark 5, N. J. 


Recover precious metals as you grind and polish with 












LEIMAN 


Grinder-Polisher-Dust Collectors 


MODEL L-119. Needs only 18 x 29 inches floor 
space. Runs so quietly it can’t be heard. Ideal for 
small shop, light work or restricted space. Has '4 
H.P. polishing motor for wheels or buffs up to 6”. 
Also % H.P. interior motor, suction fan and dust 
collector. Adjustable dust hoods have electric light 
sockets. Suction system may be used with your 
polishing motor. Plugs into standard 110 volt outlet. 





MODEL $-52. Needs only 2 x 4 foot floor space. Top 
production machine for all classes of jewelry and small 
silver work. Accommodates two wheels or buffs up to 
8”. Dust hoods, with electric light sockets. Available 
with 1 H.P. motor. Two dust collecting cabinets permit 
separate collection of gold, platinum or other valuable 
dust for recovery. 



















WRITE TODAY for bulletin 


giving details and prices of 














complete line. 























6th Edition 


will be filled in the order received. 





Specially Priced for Immediate Clearance 


Trade-Marks of the 
JEWELRY AND KINDRED TRADES 


Paper Cover $1.50 Postpaid 


Because we have only a limited number of copies, requests 


Remittance must accompany all orders and books are not 
returnable for refund, credit or exchange. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd St., New York 17, N. Y. 
















SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


The leng waiting-list to enter B.T.S. is now 
st; and you can set any date you wish, to 
egin your course. 

A very fine new book of facts about B.T.S. 

and its work: Your Future and Our School, 

tells how you can benefit supremely by a 

B. T. S. course, and will be mailed you, free: 

write for it. 

B.T.S. graduates pass any State Board ex- 

aminations, or the Certified Master Watch- 

maker tests of HI. of A. 


Highest authorities say B.T.S. is the best 
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EARRINGS & BRACELETS | PG 


Sold Through Wholesalers Only 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 


school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 


Write for free book! Your Future and Our 
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U. S. Time Produces 
10 Millionth "Character" Watch 


The ten millionth “character” watch for 
children—made famous by such well known 
TV-screen-cartoon personalities as Mickey 
Mouse, Hopalong Cassidy, Space Patrol, 
and Snow White—came off the assembly 
line early in December at the Middlebury, 
Conn., plant of The United States Time 
Corporation, world’s largest wrist watch 
manufacturer, it was announced by Joakim 
Lehmkuhl, president of the firm, at its 
executive offices, 500 Fifth Ave. 





Speidel Appoints 
Exclusive Distributor 


Effective January 1, 1955, Sy Kody will 
head up the new Hopkins Corp. as exclusive 
Speidel watch band distributors in the 
Washington and Baltimore areas, eastern 
shore, and sections of Virginia, Maryland, 
and West Virginia. 

Formerly sales manager of Mitchell Air 
Conditioners of Simon Distributing Corp., 
Washington, D. C., and sales manager of 
RCA Victor Records in N. J., Mr. Kody is 
president of the new Hopkins Corp. Of- 
fices are at 5 Hopkins Place, Baltimore, 
Md., and 930 E Street N. W., in Washing- 
ton. 





L. L. GOLDBERG 


SY KODY 


It was also announced that Lester L. 
Goldberg is now associated with Hopkins 
Corp. In the jewelry business for 25 years, 
Mr. Goldberg formerly owned the B. Green- 
berg Jewelry Co., in Washington, D. C. 





Quarter-Million Yule Bonus 
Paid Elgin National Employees 


Elgin National Watch Co., on December 
8, paid almost a quarter million dollars in 
wage bonuses to almost 4,500 eligible em- 
ployees at its plants in Elgin, Ill. and at 
Lincoln, Nebr. 

Checks totaling $246,083 representing 
the second one-half payment of a $492,167 
“extra dividend” on 1953 wages and sal- 
aries were mailed in time to help 4,424 
employees with their Christmas shopping. 
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Westclox Brings Out 
New Display Unit 






Designed to capture the style-conscious 
feminine market, this compact unit, which 
displays maximum merchandise in mini- 
mum space, is now available. 





Levin & Son Publish Catalog 


Louis Levin & Son, Inc., 3610 S. Broad- 
way, Los Angeles 7, Calif., has just pub- 
lished a new catalog. The firm manufac- 
tures precision bench lathes, micro-drill 
presses and watchmakers’ tools. Copies of 
the catalog are available from the Levin 
company. 





New Anson Display 
For "Tie Tacks" 
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New cultured pearl “Tie Tacks” by 
Anson Incorporated, Providence, R. I. 
Available as a unit, #49/55, consisting of 
12 cultured pearl Tie Tacks retailing for 
$3.50 each, complete with striking free 4- 
color display and plastic gift boxes. 





Chicago Printed String 
Establishes New Company 


Announcement was made recently by 
Otto Vogl, managing partner of Chicago 
Printed String Co., Chicago, IIl., of the 
establishment of Rippl-Tie Products Co, 
a new and independent organization, formed 
to take over and operate the business 
formerly conducted by the Wholesale Divi. 
sion of Chicago Printed String Co. 

Clarence Olsen was appointed general 
manager of Rippl-Tie Products Co, Hal 
Smith, formerly sales manager of the 
Wholesale Division, is now sales manager 
of the new company. Joseph Kelly is sales 
manager of Rippl-Tie Products’ western 
plant in Salina, Calif. 

The new company will market exclu- 
sively through wholesale channels, The 
main offices and factory are located at 2725 
W. Armitage Ave., Chicago 47, Ill. 





Texan Jewelers Present 
A (Texan) Watch to Governor 


The Texas Watchmakers Association and 
the Texas Retail Jewelers Association, who 
have been recognized by Governor Allan 
Shivers in a recent proclamation, presented 
him a special watch, the “Texan,” created 
by Tissot. 






The timepiece is fitted with a specially 
made dial, which has been engraved and 
enameled with an accurate map of the state 
of Texas. The presentation was made on 
November 23 by Robert J. Slagle, above, 
on behalf of the Texas Retail Jewelers As- 
sociation and the Texas Watchmakers As- 
sociation. 





Apex Watch Thru Wholesalers 


Clairmont Trading Corp., 565 Fifth Ave., 
New York City, recently announced that 
the complete line of Apex watches, manu- 
factured in Switzerland for the past 30 
years, will be offered in the United States 
through wholesalers only. Competitively 
priced the models are cased in a variety 
of qualities from karat gold to all steel. 
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Feature Lock Creates 
New "Beauti-Glo" Setting 


In what may be one of the most signifi- 
cant developments ever announced in the 
diamond ring industry, the Feature Ring 
Co. recently reported the invention of a 
new diamond ring setting design which 
makes the center diamond look 90 per 
cent larger and 87 per cent more brilliant. 
This new setting, named the Feature Lock 
“Beauti-Glo” setting and on which a patent 
is pending, is said by Henry Peterson, 
president of the Feature Ring Co., to be 
“one of the greatest advances in the his- 
tory of ring design.” 

Scientific tests by an independent test- 
ing organization, American Testing Labo- 
ratories, Inc., New York, show that a cen- 
ter diamond mounted in a Feature Lock 
“Beauti-Glo” setting will look 90 per cent 
larger and 87 per cent more brilliant. Ac- 
cording to H. S. Greenfield, Director of 
American Testing Laboratories, Inc., a 
diamond mounted in a Feature Lock 
“Beauti-Glo” setting shows a photo-electric 
reflectometer reading of 13.33, while the 
same diamond mounted in a regular 4- 
prong setting has a reading of only 7.00. 


Spring Display Package 
For Reed & Barton Dealers 


This Spring Reed & Barton is offering a 
seasonal display package with brand new 
selling ideas. This package consists of three 
different displays, one of which is designed 
for Mother’s Day, the third biggest gift- 
buying occasion of the year. This display, 
which is illustrated here, can also be used 
throughout the Spring. 





Another display in the package promotes 
the three basic ways in which a customer 
can start her sterling flatware service: by 
buying a three-piece place setting, a four- 
piece place setting, or a six-piece place 
setting. 

To help their dealers cash in on the big 
bridal gifts market, Reed & Barton has 
made “Gifts For The Bride to $10” the 
theme of the third display. It can be shown 
with a variety of flatware and hollowware 
items, 


These three displays can be had for $15. 
As part of this Spring display value, Reed 
& Barton will also supply free tie-in news- 


paper mats to all dealers who order this 
package, 
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New, decorative electric occasional clocks 
with the Syroco flair are being introduced 
by Syracuse Ornamental Co., Syracuse, 
N. Y. A compact clock display bar—28” 
long x 914” wide x 22” high—features six 
of these models. The copy on the display 


DISPLAY UNIT FEATURES NEW SYROCO DECORATIVE CLOCKS 
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reads, “Syroco Decorative Occasional Clocks 
for Every Room in the Home.” 


The display bar is available at $20, with 
free occasional clock of dealer’s choice to 
retail at $22.50. 





"This Is Your Life" Albums 
Get Heavy Promotion Support 


Advance orders indicate a strong holiday 
market for C. R. Gibson & Company’s new 
“This Is Your Life” album series, accord- 
ing to a survey just released by the pub- 
lishers. Heavy promotion includes a cam- 
paign of advertising and publicity, and a 
“natural” tie-in with Ralph Edwards’ TV 
program, “This Is Your Life.” 

“This Is Your Life” albums have been 
prepared in three additions (and various 
bindings) for babies, weddings, and gen- 
eral souvenir. They are colorfully litho- 
graphed with appropriate illustrations and 
headings for important dates and events. 
Pages include gray photo mounting sheets 
and acetate binders for photographs, and 
plain sheets for notes and clippings, loose- 
leaf or mounted or mult-o-ring binders, 
covered in a variety of colors and washable 
fabrics ranging from genuine leather 
through simulated leather and_ plastic. 
Some have built-in music boxes, and they 
can all be easily personalized with a stamp- 
ing machine. Net prices range from $2.00 
to $15.00 each. 


Paper-Mate Introduces 
New Pen Products 


Three new products, one a $50 pen, 
have just been introduced by the Paper- 
Mate Pen Co. 

Announcing the new precision point 
pens, Tom Welsh, executive vice-president 
of Paper-Mate, reported that the firm is 
entering the luxury field with gift models 
that will sell for $5, $15 and $50. 

Paper-Mate has launched a $1,000,000 
advertising campaign to help distributors 
at all levels sell Paper-Mate’s new prod- 
ucts and standard ones. 





New Kiefer Watch Bands 
For Men and Women Selling Well 


Good acceptance in test-selling areas 
throughout the United States has induced 
Kiefer Sales Corp., 100 West End Ave., 
New York City, to announce attractive 
selling assortments of their new Kiefer 
watch bands. These bands feature the 
patented interchangeable, removable link 
construction that permits custom-fitting in 
a matter of seconds, without tools or fuss 
(as illustrated). 





Kiefer watch bands have unbroken sweep 
of smart design with no rivets or edges: 
the back being completely smooth. Three 
different widths for men and women in all 
stainless steel and “Inovan” process 14K 
rolled gold on stainless steel, retailing from 
$4.95 to $8.95 each, at a good markup for 
wholesaler and retailer. 





Seth Thomas Official Timepiece 
For Delta-C & S Airlines 


Seth Thomas clocks and watches are now 
official timepieces for Delta-C & S Airlines, 
according to an announcement by Harold 
E. Blackburn, General Sales Manager of 
Seth Thomas. Key personnel of Delta- 
C & S will wear Seth Thomas watches. 
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‘54 A Great Year 
For Cultured Pearl Sales 


Retail sales of cultured pearl jewelry this 
year will top last year’s all time record 
high, according to David Goldstone, execu- 
tive vice-president of Imperial Pearl Syndi- 
cate, largest importers of cultured pearls in 
the United States. 

Prices are up and shortages in certain 
categories of merchandise are developing, 
he said. A new Japanese “parity” price 
system, national sales promotion efforts in 
this country, and a typhoon last year have 
contributed to the situation. 

Goldstone disclosed that his firm’s sales 
to date exceed by some 20 percent those 
during the comparable period of 1953. Its 
October business topped all previous 
months this year. 





Conover Model Featured in 
Current Keepsake Campaign 


Merrie Tompkins, beautiful Conover 
model, is currently featured in national ad- 
vertising supporting Keepsake jewelers 
during their winter selling season. Attired 
in an exquisite Hattie Carnegie bridal 
gown, Miss Tompkins is representative of 
the young brides who form a large seg- 
ment of the market for Keepsake Diamond 
and Wedding rings. 





The captivating model appears in Keep- 
sake advertisements in the nation’s leading 
magazines as a part of the current Keep- 
sake Diamond Ring national advertising 
campaign. In addition, Miss Tompkins’ pro- 
motional appeal is “dealer - localized” 
through the use of point-of-sale displays 
and direct-mail material. Dealer tie-in is 
completed by an elaborate newspaper mat 
service which is available to authorized 
Keepsake Jewelers all over the country. 





Trophy-Craft Announces 
New 1955 Catalog 


Trophy-Craft, 249 N. Reno St., Los An- 
geles 26, Calif., manufacturers of distinc- 
tive trophies and awards, announced a new 
1955 catalog. 

Trophy-Craft offers hundreds of items 
(most new) in the 60-page, fully color- 
illustrated book which is free upon re- 
quest. 
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Karlan & Bleicher Catalog 
Highlights Setting Line 





The new catalog which was recently pub- 
lished by Karlan & Bleicher, New York 
City, manufacturers of Perfect Rings and 
Ring Findings, devotes an exceptionally 
large section of the book to the tremendous 
line of K & B Die-Struck Settings. This 
K & B line of settings features over 50 
styles, with new designs constantly being 
added. Typical of the K & B craftsmanship 
and design ingenuity are the four settings 
pictured above. 

The top row illustrates settings 153 and 
163, and, the bottom row shows settings 151 
and 174. These settings, like the entire 
K & B setting line, are available in all sizes 
and all karats of white and yellow gold, 
palladium and 10 per cent iridium plat- 
inum. 


Diamond Council 
Advertises in Life 


The Diamond Council of America ran its 
first of a series of advertisements in na- 
tional magazines in the December 6 issue 
of Life. 
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Mort Abelson of Abelson’s, Newark, 
chairman of the Council’s Advertising and 
Promotion Committee, stated that this first 
advertisement called attention to a new 
booklet published by the Diamond Council 
of America called “Diamonds and Diamon- 
tology” which will be distributed by the 
Council’s national office, as well as Council 
members. 





Five Merit Awards 
Won by Telechron 


Five Merit Awards have been won by 
Telechron Department, General Electric 
Co., for new and improved products of dis. 
tinction manufactured in Massachusetts 
during the past two years. The competi. 
tion was sponsored by the Associated Ip. 
dustries of Massachusetts. 

Telechron products which received Merit 
Awards were “Diameter” model wall clock, 
“Show Piece” model occasional clock, the 
new Designer Line of contemporary clocks, 
the new “Motochron” automobile clock 
and the clock-radio timer with a calendar 
feature which tells day and date as well as 
time automatically. 





Free "Shield" Display 
Offered by Ronson 


This attractively designed “shield” dis. 
play for Ronson pocket and table lighters 
is currently offered free to Ronson dealers, 
Serviceable as a year-round unit for either 
counter or window, it is compact, measur. 
ing only 13” high x 9” x 5” deep and is 
sturdily constructed of wood and metal in 
blue and gray tones. 
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The shield features a_ brilliant gold 
border, with the Ronson name in a dis 
tinctive red. The unit provides excellent 
identification for Ronson pocket and table 


lighters. 





Catalog for Dealers 
Distributed by Sickles 
Sickles & Co., Philadelphia, distributed 


its new wholesale catalog for dealers in 
November. This catalog represents a de- 
parture from the policy of the 110-year-old 
firm. For the first time it contains lines 
especially suitable for the giftware and 
presentation departments of retailers. 

Among the lines shown are such gift- 
ware lines as Washington Forge cutlery, 
Jaxton Originals buffet and bar sets, Bar- 
bara Bates manicure sets, Cue leather 
goods, appliances and carafe sets and many 
other lines. These lines are in addition to 
the firm’s watch, silverware, and jewelry 
lines. 
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Material Handling Group 
Tours Oneida Ltd. 


The factories of Oneida Ltd. were thrown 
open on Tuesday, November 16, to the 
Syracuse Chapter of the American Mate- 
rial Handling Society. Kenneth G. Free- 
man, Supervisor of Plant Layout for One- 
ida Ltd. and a Directer of the Society, 
was official host. Approximately 75 mem- 
bers of the Society, all officials of the lead- 
ing industrial plants of central New York, 
were in attendance. 





At a luncheon at the American Legion 
Club rooms, the Society was welcomed by 
Hamilton Allen on the left, Vice President 
and Director of Manufacturing, and by 
Kenneth G. Freeman on the right, Super- 
visor of Plant Layout. Next to Allen is 
Adolph L. Sobell, President of the Will & 
Baumer Candle Company and President of 
the Syracuse Chapter. On his left is William 
R. Hilliard of Wm. R. Hilliard Associates, 
consulting engineers of Utica, N. Y. 





Longines Christmas TV Show 
Charms Nation-Wide Audience 


Christmas Day introduced a memorable 
and dramatic climax to a year filled with 
powerful Longines-Wittnauer radio and 
television program advertising. The watch 
company’s sixth annual Christmas extrava- 
ganza was broadcast that afternoon over 
the CBS coast-to-coast TV network, reach- 
ing millions of families. 

The “Christmas Hour of Story and Song” 
featured the illustrious dramatic artists, 
Judith Anderson and Monty Woolley. As 
each star related a heartwarming Christ- 
mas tale, the words of each story were 
brought to life in expressive pantomine by 
the corps de ballet while the Longines 
Symphonette and the Longines-Wittnauer 
Choraliers provided delightful background 
music, 





Industrial Diamond Assoc. 
Toolshank Handbook Published 


This book, produced by the Industrial 
Diamond Association of America, is in 
loose-leaf form, 5% x 8% with enclosed 
binder, 

It has long been recognized that there 
18 a great need for standardization leading 
to the reduction of the number of diamond 
tool shanks in use today. Since 1946, the 
Industrial Diamond Association of America 
has been working to bring this about. 
Early in 1952, the Association appointed a 
committee to work with the American 
Standards Society and American Society 
of Tool Engineers to study the project. 
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MERCHANDISING CAMPAIGN PREPARED BY INCABLOC 








Incabloc is supplying complete retail 
merchandising kits to jewelers throughout 
the United States, as well as the entire 
Western Hemisphere. This merchandising 
campaign, the largest in the firm’s history, 
is part of Incabloc’s continuing program to 
increase watch sales. It was announced by 
William Wenzel, Vice President and Sales 
and Advertising Manager of the Incabloc 
Corp. 

The sales promotion material will iden- 
tify the retailers with Incabloc’s current 
advertising campaign, one of the most 
powerful in its history, as well as provide 
jewelers with important watch selling tools 
and sales aids. The current series of In- 
cabloc ads appears in such outstanding 


magazines as Life, Look, Saturday Evening 
Post, Collier's, Time, Ebony, Farm Journal, 
Women’s Day and The New York Times 
Magazine. 

Included in the kits shown above, are 
colorful gold, red and black display cards 
picturing Incabloc national ads, plus an 
unusual three dimensional display for win- 
dow or counter. In the form of the famous 
lyre-shaped spring, this display lists the 
four vital consumer advantages of Incabloc 
shock protection. In addition, jewelers will 
find reprints of Incabloc trade ads, and 
samples of Incabloc merchandising aids 
such as counter booklets, watch tags, news- 
paper mast and drop-in slugs, available free 
of charge from Incabloc. 





1847 Rogers Bros. 
Service Fill-in Offer 


For the second successive year, owners 
of 1847 Rogers Bros. silverplate will have 
an opportunity to fill in and complete their 
services in their original, though now in- 
active, patterns. The special “Patterns of 
Yesteryear” offer begins January 3 and 
expires March 1, 1955. 

A similar offer, made in the spring of 
1954, brought to dealers’ stores thousands 
of owners who has purchased their 1847 
Rogers Bros. services between 1920 and 
1937. Dealer sales, all representing plus 
business directly attributable to the offer, 
ran to well over a half million dollars. 

Fifteen patterns, five more than in 1954, 
will be made available in the 1955 offer. 
The earliest of the patterns is “Old Colony,” 
originally brought out in 1911. Dealers 
will be furnished with a large display 
banner and with mats for local newspaper 
advertising. In addition, dealers can ob- 
tain a special reorder service display. 





Flex-Let's Cartoon Ads 
Sent to Jewelers 


To put over the point that Flex-Let’s 
watch bands are unconditionally guaranteed 
and are noted for their durability, Flex-Let 
is now enclosing with each order to their 
more than 12,000 retail jewelry accounts a 
cartoon series using the same theme line, 
“What are you worrying about, it’s a 
Flex-Let watch barfd ain’t it!” 

The cartoons show Flex-Let watch bands 
being used in a most unusual manner, 
such as a mountain climber with a Flex- 
Let watch band around his middle drag- 
ging up a tourist to the peak of the moun- 
tain; a window cleaner atop of a skyscaper 
using the watch band as a safety belt; a 
piano being hoisted into a window and 
two men on a steel girder suspending high 

in the air on a Flex-Let watch band. 





Hamilton Sponsors Exhibit 
“Progress of Time" 


A “Progress of Time” exhibit, sponsored 
by the Hamilton Watch Co., has been 
opened at the Franklin Institute in Phila- 
delphia. 





Dr. Henry B. Allen, left, executive vice 
president of the institute, shows R. J. 
Gunder, director of advertising and sales 
promotion for Hamilton, the exhibit’s mod- 
ern timepieces, including a battery-powered 
wrist watch now being tested for future 
use. 

The exhibit includes such timepieces as 
the ancient “hemicyclium,” a type of sun- 
dial used about 1000 B.C., the “Nurenburg 
Egg,” a pocket watch of the sixteenth cen- 
tury which had only an hour hand, and 
the “Empress Josephine” clock, a gift to 
her from Napoleon. 





Ronson Streamlines 
Distribution Set-Up 


Ronson Corp. will begin ’55 with a 
streamlined distribution set-up designed to 
conform more effectively with the com- 
pany’s national sales and advertising pro- 
gram, according to announcement today by 
Herbert M. Stein, general sales manager. 
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Motion Display Available 
To Waltham Dealers 
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Waltham Watch Co. has announced the 
availability to its dealers of a new motion 
display. It has a modern, free form base 
which holds three watches, and the back- 
ground has a curved gold acetate elevation 
which holds a fourth watch. 

The display features the “New Young 
Walthams” and is surmounted by a revolv- 
ing plaque announcing that these are 
watches styled for “the young in heart.” 
The modern motif of black and fuchsia in 
the box colors is followed in the display 
which has black letters on a light green 
background. 

The display measures 16” high, 15” wide 
by 10” from front to back, with an elec- 
tric motor to operate the revolving sign. 





Gemex Fetes Jewelry Trade 
And Its "Stork Club" TV Show 


New York’s Stork Club was the scene 
recently of an elaborate party at which 
the Gemex Watchband Co. of Union, N. J., 
entertained a group of more than 400 
jewelers and members of the press. The 
party signalled Gemex sponsorship, begin- 
ning Saturday, Nov. 13, of “The Stork 
Club” television program, seen each Satur- 
day, from 10 to 10:30 P.M., New York 
time on ABC Network. 

The affair, one of the largest ever held 
for the jewelry trade, took place in the 
Stork Club’s lush banquet rooms and 
Blessed Event Room, an area covering an 
entire floor of the renowned nitery. 





Elgin Maps Program 
For 1955 Corporate Growth 


J. G. Shennan, president, Elgin National 
Watch Co., recently stated, “Increased 
jeweled watch production, continued high- 
volume military work and stepped-up prod- 
uct diversification are the three corner- 
stones on which Elgin National Watch Co. 
hopes to build a highly successful 1955. 

“We have budgeted a 20 per cent in- 
crease in our watch manufacture, signifi- 
cantly including a large number of move- 
ments for the lower-priced lines that pre- 
viously used only imported movements. 
This growth of domestic production has 
been made possible by the 50 per cent 
tariff increase last July.” 
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News of Personnel 





Naomi of Island Park, N. Y., manufac- 
turers of jewelers findings, has announced 
the appointment of Howard Gross as sales 
representative. He will cover New York, 
Penna., New England, Ohio, Va., District 
of Columbia, Maryland, West Va., and 
New Jersey. 





EUGENE CRANDALL 
Lux Clock 


HOWARD GROSS 
Naomi 


The Lux Clock Mfg. Co. has announced 
the appointment of Eugene T. Crandall 
as industrial sales manager. A veteran of 
23 years with Lux, Mr. Crandall has been 
district sales manager in the midwestern 
states for several years. He will make his 
headquarters in Waterbury, Conn. 

Succeeding Mr. Crandall as sales repre- 
sentative for Lux in the midwest territory 
is Frank Palfrey. 





The appointment of A. C. Hirsch as 
eastern sales representative was announced 
recently by Birmingham Silver, Inc., 1000 
Grand St., Brooklyn, N. Y., manufacturers 
of silverplated hollowware. 

Mr. Hirsch has been in the silverplated 
hollowware business for over 35 years. 





ARTHUR E. BRAUDE 
® Goldstein-Gerson 


A. C. HIRSCH 
Birmingham Silver 


Jules Gerson, vice-president of Gold- 
stein-Gerson Co., Inc., has announced the 
appointment of Arthur E. Braude to 
serve in a special sales capacity. Mr. 
Braude, well-known in the jewelry trade, 
will head up the development of diamond 
ring promotions and merchandising aids 
for the firm. He will make his headquar- 
ters in Dallas, Texas. 











Foster Metal Products, Inc., Attleboro 
Mass., has announced the appointment of 
Marshall R. Dolloff as sales promotion 
manager in charge of all phases of pack. 
aging, sales promotion and advertising, 





JOSEPH TIERS 
Proctor 





Appointment of Joseph Tiers to fil] 
the new position of eastern sales manager 
for the Proctor Electric Co. was recently 
announced by Walter N. Schwartz, Jr, 
president of the Philadelphia company, 
Mr. Tiers’ headquarters will be at 480 
Lexington Ave., New York. 


BEN LEVY 
A. Blumstein 





JERRY SMULIN 
A. Blumstein 





BERNARD GOLDMAN 
A. Blumstein 


A. Blumstein, Inc., has added four new 
sales representatives to the staff of Lucien 
Piccard. The announcement wes made by 
A. Blumstein, company president. 

Ben Levy has been named sales rep 
resentative for the Pacific Coast. Sam 
Groedel, formerly with LeCoultre, will 
cover New York State, Penna., and Cleve 
land, Ohio. The midwest has been a& 
signed to Bernard Goldman, who was 
also formerly with LeCoultre. Jerry 
Smulin, formerly with Pennino Bros., will 
cover the South. 
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Shiman of Newark Acquires 
N. Y. Costume Jewelry Firm 


Leonard and Daniel Shiman of the Shi- 
man Mfg. Co., Inc., Newark, N. J., an- 
nounced recently their acquisition of the 
Marianne Jewelry Mfg. Co., Inc., 25 Park 
Place, New York City. In addition to all 
the production equipment of the Marianne 
company, the Shiman firm has also ac- 
quired its new spring lines. 

Carl and Victor Mishkin of the Marianne 
company have associated themselves with 
the Shiman brothers and have moved all 
production facilities to Newark. 

Continuation and expansion of the 
Marianne jewelry line will be carried on 
by Fine Art of Newark at 109 Monroe St. 
It was further announced that the Marianne 
lines are now ready for showing and will 
be carried by the representatives of Shi- 
man of Newark and Craft Co., Newark, 
to the wholesale trade. 


United Jewelry Show Committee 
Announces Dates for May Event 


May 1 through 13 has been set as dates 
for the United Jewelry Show at the 
Sheraton-Biltmore Hotel, Providence, R. I. 
A complete and varied array of fall jewelry 
will be exhibited at that time for the 
jewelry wholesaler. 

The dates for the semi-annual event 
were announced by the Executive Com- 
mittee of the United Jewelry Show follow- 
ing the November 7 through 19 showing 
for the wholesale jeweler. A record num- 
ber of exhibitors displayed their lines at 
the November show for approximately 935 
wholesalers and jobbers from all sections 
of the country and parts of the world. 
This large number of buyers reflected an 
increase in registration of over 50 per cent 
as compared to November, 1953, registra- 
tion figures. 

Plans for the May show, the seventh in 
the continuing successful series, are al- 
ready underway. It was stated that all 
indications point to the fact that the show 
will surpass all previous efforts in scope 
and quality. 





Former Head of Gruen Watch 
To Purchase Luggage Company 


Benjamin S. Katz, former president of 
Gruen Watch Co., signed an agreement 
recently to purchase the Hartmann Co., 
77-year-old luggage manufacturing concern 
of Racine, Wis. The agreement was an- 
nounced by Mr. Katz and Siegmund Sand, 
president of Hartmann. Mr. Katz and his 
family were to take over the company on 
January 3, providing Hartmann stock- 
holders approved the sale at a special meet- 
ing late in December. Hartmann directors 
have recommended the transaction be con- 
summated. 

Under terms of the agreement, Mr. Katz 
and his family will purchase the physical 
assets, name, good will and trade mark of 
Hartmann, Mr. Katz will become chairman 
of Hartmann, and Mr. Sand will continue 
as president, 





FOR JANUARY, 1955 














Obituaries 








Alvin E. Bazley, who for the past 27 
years has been selling Haviland china 
through the southern territory, died Octo- 
ber 24 in the Duke University Hospital, 
Durham, N. C. Mr. Bazley, who was 45 
years of age, lived in Ponte Vedra Beach, 
Fla., where the funeral services were held 
October 27. He is survived by his widow 
and. five children. 

P. H. Boyson, senior partner of the 
Boyson Jewelry Co., Long Beach, Calif. 
died November 28th in that city. He was 
buried in Cedar Falls, Iowa. Mr. Boyson 
was a past president and past director of 
the California Retail Jewelers Association. 
He also held directorships in the National 
City Bank of Long Beach and the Feder- 


P. H. 
BOYSON 





ated Securities Co. of Long Beach. Mr. 
Boyson founded the Boyson Jewelry Co. in 
Cedar Rapids, Iowa, in 1898. He also op- 
erated the Dayton-Boyson Jewelry Co. in 
Cedar Rapids until 1925 when he moved to 
Long Beach and established the Boyson 
Jewelry Co. The business will be continued 
by his son, V. Dayton Boyson, Jr., who has 
been a partner in the business since 1939 
and active in the store since 1931. 

Edgar E. Brown, 42, sales representa- 
tive in the New England and upper New 
York State territory for Seth Thomas 
Clocks and Watches, died suddenly of a 


EDGAR E. 
BROWN 





heart attack at his home in Plymouth, 
Conn., on November 6th. He had repre- 
sented Seth Thomas in a sales capacity 
since 1945. 

Arthur B. Fox, 56, operator of Callan- 
Major Jewelers, 23 Chenango St., Bing- 
hamton, N. Y., died October 29 after hav- 
ing been ill for about a month. Mr. Fox, 
a native of London, England, was a jeweler 
for more than 30 years. He moved to Bing- 
hamton from New York City in the early 
1940’s. The business will be continued by 
his widow, Helen B. Fox, and a son, Mat- 
thew B. Fox. Also surviving are a daughter, 








two sisters, four grandchildren and several 
nieces and nephews. 

Andrew J. Mannal, 77, vice president 
of Fisher, Bruce & Co., Philadelphia, Pa., 
died November 17 after an illness of sev- 
eral months. Mr. Mannal was associated 
with the firm for 58 years. He served as 
sales manager, and from 1923 until his 
death was vice president. Surviving are his 
widow, his son and his daughter. 

Mrs. Irving Bauer Michaels, 74, wife 
of Irving Michaels, president of the jew- 
elry chain of Michael’s, Inc., died De- 
cember 1] in St. Raphael’s Hospital, New 
Haven, Conn., after a long illness. Mrs. 
Michaels had been associated with her 
husband in the management of the jewelry 
business for 35 years as treasurer of the 
firm. The company has stores in thirteen 
cities in Connecticut and Rhode Island. 
Mrs. Michaels also leaves four sons, twelve 
grandchildren, and three brothers. 

Earl Wilson, well-known jewelry sales 
specialist, died suddenly December 9 in 
New York City of a heart attack. Burial 
was held December 14 at Minneapolis, 
Minn. Mr. Wilson was the originator of a 
popular sales system and in 1937 published 
a book titled “How to Run a Successful 
Sale.” Surviving are his widow, a daughter, 
and a brother, Thomas Wilson, prominent 
wholesale jeweler of Minneapolis. 





W. Louis Frost, 77, Dies; 
Publisher of 'Mfg. Jeweler’ 


W. Louis Frost, of Providence, editor and 
publisher of The Manufacturing Jeweler, 
a jewelry industry trade publication, died 
November 22 at the age of 77. He was 
stricken on the street that afternoon while 
enroute to his office. 

A Providence attorney, he was proprietor 
of Walter B. Frost & Co., Providence pub- 
lishing firm founded by his father. 

Long prominent in the legal profession, 
he was chairman of the Rhode Island Bar 
Association’s committee on war work which 
provided legal advice to families of ser- 
vicemen during World War II. 

He was made a life member of the bar 
association during the past year in recogni- 
tion of 50 years of membership in the as- 
sociation. 

Formerly active in Republican politics, 
he served at one time as clerk of the R. I. 
Senate judiciary committee and as a mem- 
ber of the Board of Purification of Waters. 
He also served as counsel for the Cranston, 
R. I., Sewer Commission. 

Mr. Frost was born in Providence and 
was a 1901 graduate of Brown University 
where he was a member of Phi Delta Theta 
fraternity. He was graduated from Harvard 
Law School in 1904 and admitted to the 
Rhode Island bar during that year. 

Surviving are his wife, the former Ruth 
Dring Jenks; two daughters, Miss Deborah 
R. Frost and Mrs. Sarah E. Eddy. 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per wor 

“Help Wanted”—“Lines Wanted” and “Side 
Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If answers are to be fore 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid y corresp 
tion your locatien in the advertisement. 

All answers will be directed care Jewelers’ 


a 








CLEVER display box salesman; every 
conceivable type; flair creating special 
packaging; point-of-sale; terrific ex- 
perience successful jewelry merchandis- 
ing. Address ‘“‘W., 1653,” care J C-K. 


BOOKKEEPER, full charge, thoroughly 
experienced diamonds and jewelry; 
very competent, conscientious, person- 
able; excellent references; New York 
a Oe Address “D., 1675,” care 








BOOKKEEPER, female, full charge, ex- 
perienced all phases diamond and 
precious stone office ; extremely capable, 
efficient, trustworthy, personable; Man- 
hattan only. Address “H., 1704,” care 

_J C-K. 

CLOCKMAKER desires part time job, 
downtown or Midtown Manhattan pre- 
ferred; can help repairing gentlemen’s 
watches, also willing to purchase ma- 
terial for the trade. Address “S., 1659,” 
care J C-K. 


SLIGHTLY handicapped seeks employer 
who can teach skills, friendly fast 
learner; six months’ experience jewelry 
manufacturing, employ me profitably. 
M. Ducker, 184 Clarkson Ave., Brook- 
lyn 26, N. Y. 











Circular-Keystone, unless otherwise instructed. 
In answering ads, do not enclose original 
letters of r dations. 


Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 











Situations Wanted 


BOOKKEEPER, expert, above average, 
extensive and heavy experience in 
awd line. Address “R., 1706,” care 








ENGRAVER, 30 years’ experience, expert 
in all branches of engraving; salary 
ee a week. Address “V., 1712,” care 





WATCHMAKER, experienced and reliable 
mechanic, seeks steady job in fine retail 
store in Midwest. Address “H., 1397,” 
care J C-K. 


FIRST class watchmaker-engraver, 25 





years’ experience; capable manager- 
salesman; references. Address “D., 
1718,” care J C-K. 





TOP diamond, jewelry retail salesman for 
New York Fifth Ave. jeweler, Miami, 
Florida, or Los Angeles. Address “G., 
1529,” care J C-K. 


ENGRAVER and chaser, can also work 
on lathe, wishes reliable position in 
Metropolitan area; no lettering. Ad- 
dress “G., 1702,” care J C-K. 


JEWELER, diamond setter, refined, per- 
sonable, 46, married; for benchwork 
and salesman, retail store; permanent; 
highest credentials. Address “T., 1689,” 
care J C-K. 


BOOKKEEPER.-accountant, highly com- 
petent, expert knowledge of every phase 
of office routine, top record, seeking 
responsible position. Address “R., 1710,” 
care J C-K. 


JEWELRY salesman; 38; married; 20 
years’ experience; superior sales abil- 
ity, top man, cash-credit; New York 
City or Metropolitan area. Address “J., 
1705,” care J C-K. 


WATCHMAKER, 30 years’ experience all 
types of watches; prefers working in 
importing house; foreman experience; 
expert caser and repair man. Address 
“K., 1731,” care J C-K. 


JEWELER, special orders and repairs, 
experienced in all phases of high grade 
retail store, wishes position in a milder 
climate; over 65 years of age. Address 
““T., 1660,” care J C-K. 


WATCHMAKER, clock and jewelry re- 
pairman, capable of managing; B.T.S. 
graduate; 20 years’ experience; honest, 
reliable and sober; best references. Ad- 
dress “A., 1670,” care J C-K. 


YOUNG eager beaver, with ideas; man- 
aging credit stores, four years; town 
50,000 or more, with good business 
possibilities; consider partnership. Ad- 
dress “R., 1658,” care J C-K. 


WATCHMAKER, experienced on all plain 
and complicated watches, seeks perma- 
nent position with importer or first 
class store New York City, or vicinity. 
Address “Y., 1692,” care J C-K. 


WATCHMAKER; permanent position; 
light jewelry repair, engraving, diamond 
setting ; Watchmaster certi- 
fied; own Watchmaster; state salary. 
Address “A., 1693,” care J C-K 



































OUTSTANDING salesman, window trim- 
mer, diamond merchandiser;  thor- 
oughly experienced every phase volume 
credit operation; late forties; employed 
now; strictly confidential. Address “P., 
1682,” care J C-K. 


MANAGER-salesman, aggressive, 40, 
thoroughly experienced in all retail 
credit operation, display and promo- 
tions; prefer to relocate California, or 
Florida; available in March. Address 
“V., 1652,” care J C-K. 


MANAGER, buyer, and merchandiser, 
long background, large volume and 
chain operation; aggressive selling, 
promotion, store supervision, credits and 
collections, family man, responsible. 
Address “M., 1734,” care J C-K. 


MANAGER-salesman; top salesman for 
any operation, versed in chain store 
routine, credits, collections, display; 25 
years’ experience; individual or chain; 
locate anywhere; presently employed ; 
$10,000. Address “B., 1745,” care J C-K. 


WATCHMAKER;; eight years’ experience, 
30 years old, family man, desires per- 
manent employment in South or South- 
west; can take charge of repair de- 
partment; now located in Eastern 
Kansas. Address “‘N., 1655,” care J C-K. 


AM anxious to get back into the diamond 
industry where I belong; Joseph Hunt, 
210 W. 16th St., New York City 11; 
experienced all branches diamond in- 
dustry, including practical diamond cut- 
ting; have great capacity; require $80 
minimum. 


RETAIL jewelry salesman-watchmaker, 
seven years’ experience, aged 29; per- 
sonable, aggressive; thoroughly experi- 
enced credits, promotions, creative sell- 
ing; would like to relocate New York 
City or vicinity. Address “Y., 1663,” 
care J C-K. 


YOUNG executive; seeks position watch 
importer or wholesale jewelry; thor- 
oughly experienced; supervise watch 
production, repairs, purchasing, sales, 
office staff, correspondence; credits, 
billing, shipping. Address “B., 1588,” 
eare J C-K. 


GENTLEMAN, well known for many 
years among manufacturers of jew- 
elry and silverware; personal con- 
tact with tops using precious metals; 
capable salesman, publicity; refer- 
ence the best. Address “E., 269,” 
care J C-K. 


AN above-the-average man, employed 
with 20 odd years of managerial an 
executive experience wants to get away 
from those responsibilities; will accept 
position as top-salesman; offer must be 
basically sound and substantial. Ad- 
dress “L., 1733,” care J C-K. 


WATCH material man, 26, married, pres- 
ently employed New York City, 10 
years’ experience, desires change for 
better opportunity ; Swiss and American 
material, crystal cutting; willing to 
work anywhere: best references. Ad- 
dress “H., 1373,” care J C-K. 


MANAGER-A1 salesman; fully experi- 
enced, diplomatically aggressive and 
personable; age 45; presently employed 
in New England area, desires opportune 
change; no rash promises except the 
job you want done, I will endeavor to 
——- Address “Y., 1714,” care 












































MASTER watchmaker, graduate . 
experience ; a gentleman, fine ‘mechan 
wants position with old, finest Prey 
watchwork only, no _ production }, re, 
acceptable, no contacts with publie: 
clean quiet shop; steady, permanen, 
$125 week, no less. Address “C., 134i 
care J C-K. > Sone 





anneal 

RETAIL salesman, manager, th 
qualified for fine jewelry store, see 
permanent connection in Metropolitag 
area; valuable diamond knowledge and 


extensive buying experience; Person, 
able, young, conscientious; eXcellent 
trade references. Address “N, 1681" 
care J C-K. ¥ ’ 





te, 

SALESMAN, aggressive, age 35, single 
have 12 years of experience in i 
phases of retail credit jewe 
es. buying, display and credit: 
ave managed jewelry units; can pro. 
duce results; would like to make gon. 
tact with organization that offers 9 
future. Address “C., 1509,” care J C.K 





I 

DIAMONDS ; desire position with diamong 
ring or diamond watch firm ; nine yeary’ 
experience in diamond sorting and aj} 
phases of operations; ambitious ang 
personable young man, presently em. 
ployed, willing to make a change for 
position with solid future; excellent 
references. Address “A., 1723,” care 








VERSATILE young man, married, age 32 
with 13 years’ experience in jewelry 
industry, experienced in production and 
purchasing fields, good knowledge of 
diamonds; traveled extensively for gey. 
eral firms; presently employed by lead. 
ing ring manufacturer, but interested 
in making a change. Address “K., 1680,” 
care J C-K. 





GEMOLOGIST; graduate member, AGS, 
would like to associate with high grade 
establishment; thorough knowledge of 
diamonds, colored stones, watches and 
all fine lines of jewelry; buying, grad. 
ing, appraising, gem-testing and identi- 
fication; special order work; window 
dressing; 28 years’ experience. Ad- 
dress “P., 1736,” care J C-K. 





ENGRAVER wants contact with high 
class jewelry and silver store, that needs 
only the finest of work, and a man ex. 
perienced in every branch; fine mono- 
graming, jewelry designing, shopwork, 
crests, etc.; long experience as foreman 
and operator of own shop; 55 years 
old; good health; references; samples; 
if you have high class work and ap- 
preciate it, please reply. Address “H, 
1728,” care J C-K. 


MANAGER, 35, married, dynamic person- 
ality, guiding force, thorough _ knowl- 
edge of all phases of the retail credit 
jewelry business; 10 years of solid ex- 
perience in sales, buying, merchandis- 
ing, promotions and advertising; ready 
to translate my successful record to a 
progressive alive organization; my 
training background and heavy _prac- 
tical experience equips me to handle 
any challenging position and personnel 
training program ; resumé upon request 
Address “R., 1648,” care J C-K. 


MANAGER and supervisor, have mat- 
aged top store in leading chain or 
ganization for 15 years; increa 
an annual volume from $200,000 
to $700,000; successfully super 
vised chain of seven stores; have 
demonstrated ability to train and 
inspire an organization; possess 
drive and enthusiasm needed for 
profitable operation, the “knovw- 
how” in promotional sales, 4 
every phase of credit jewelry suc 
cess; will be available in March. 


Address “E., 1676,” care J C-K. 


CAN you use a man who has years of 
experience in the jewelry business; oné 
whose vast experience covers every 
phase in the manufacturing of jewelry 
from the raw finding to the finished 
product; one who knows how to mount 
merchandise, can take care of special 
orders, able to bill out orders and 
understands diamonds by quality, color 
and perfection; I have taken charge 
of a factory consisting of jewelers, 
setters and polishers, distributing the 
work to them and rechecking the work 
when finished; wishes connection wi 
a wholesaler or manufacturer. Address 
“G., 1722,” care J C-K. 
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RANCH manager (busy executive's as- 
Bisistant) » senior salesman, trouble 
shooter, 25 years’ retail cash or credit 
jewelry and department store experi- 
ence (would consider wholesale proposi- 
tion), personable, fastidious, college 
man (late 40’s), fully qualified in all 
phases of credit business, specialist in 
sales promotions, merchandising, lead- 
ers, advertising, and public relations, 
etc.; can train and supervise your per- 
sonnel in sales “step ups,” ete.; at 
present with large Eastern Interstate 
credit chain; excellent references and 
resumé for your approval upon request ; 
compensation secondary in lieu of 
future with appreciative progressive 
organization; will relocate, will travel; 
new ’54 car; no incumbrances ; all cor- 
respondence in strictest confidence. Ad- 
dress “V., 1688,” care J C-K. 


[as enpaasnmens eiestietiaiaiancsiasioanensialthismmssanenstastmensaiiaeiaaaan 
Lines Wanted 


EXPERIENCED salesman, covering 
Florida, wants specialty line with merit. 
Address “B., 1696,” care J C-K. 

GLEVELAND resident, with large loyal 
following in Ohio, desires highly com- 
petitive manufacturer’s line. Address 
“B., 1716,” care J C-K. 

WEST Coast salesman, desires factory 
line fine jewelry in gold and platinum ; 
genuine stones; commission basis. Ad- 
dress “C., 2946,” care J C-K. 

SALESMAN to travel Virginia area, age 
37, married and two children; have 16 
years’ experience in the jewelry_busi- 
ness. Address ‘‘A., 1497,” care J C-K. 

SALESMAN, with large following among 
wholesale jewelers in East and Midwest, 
desires additional first class line; travels 
by car. Address ‘‘W., 1691,” care J C-K. 

MAJOR silver hollowware line wanted by 
seasoned manufacturer’s representative 
with strong retail following in Metro- 
politan New York, Philadelphia, Balti- 
more, Washington. Address “E., 1636,” 
eare J C-K. 

SALESMAN, with large established fol- 
lowing ; Washington, Oregon, Idaho and 
Montana, wants a line of quality jewel- 
ry in conjunction with present top 
costume jewelry line. Address “T., 
1687,” care J C-K. 

WANTED manufacturer’s line to jobbers: 
popular priced costume jewelry, watches 
and attachments; Georgia, Florida, Ala- 
bama and adjacent States; small draw- 
ing against commission. Address “W., 
1713,” care J C-K. 

AVAILABLE present, California, Arizona, 
New Mexico, leading watch house rep- 
resentative, former diamonds, silver- 
ware, promotional, 15 years; top ref- 
erences; deal must be $15,000 or bet- 
ter. Address “D., 1321,” care J C-K..- 


SALESMAN ; interested in a side line for 
better retail jewelry stores in Pennsyl- 
vania, Washington, D. C., Baltimore, 
Maryland, now carrying highly re- 
garded stone ring line; with present 
firm 10 years. Address “F., 1640,” care 
J C-K. 

PACIFIC Coast sales representatives, es- 
tablished 22 years; tremendous follow- 
ing, want top lines; results assured for 
watch importers, jewelry and costume 
jewelry wholesalers, premium, P.X.’s 
and ship service wholesalers. Address 
“C., 1612," care J C-K. 


IF you have a line with merit and 
are looking for a man with out- 
standing ability, furnish full par- 
ticulars in your first letter; must 
have a reasonable drawing account; 
available in January, 1955. Address 
“C., 1672,” care J C-K. 

MIDWEST salesman, covering Illinois, 
including Chicago, Indiana, Wiscon- 
sin with fine rhinestone line, de- 
sires additional line to retail; office 
in downtown Chicago; excellent 
reputation and following. Address 
“P., 1649,” care J C-K. 


CAN produce a good volume of business 
for a properly priced high styled short 
line of costume jewelry; now covering 
East Coast exclusive of New York City 
and have access to 500 excellent ac- 
counts; no drawing if line warrants. 
Address “E., 1746,” care J C-K. 

RETAIL manager-salesman desires out- 

Side sales position representing repu- 

table company in New York State, Penn- 

Sylvania or New England; age 45; ag- 

gressive, personable; presently em- 

Ployed ; full knowledge of retail jewel- 

Te cee Address “A., 1715,” care 
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WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 


SALESMAN, young, married, eight years’ 
experience selling to better stores Metro- 
politan New York and New Jersey; 
presently employed; have earned five 
figures for past three years; desires 
line with future; preferably manufac- 
tured line selling direct to retailer. Ad- 
dress “C., 1717,” care J C-K. 


SALESMAN, Midwest territory, Chicago 
resident, 50 years’ successful, diversi- 
fied experience with department stores, 
leading retailers, jobbers, catalogue 
houses; aggressive, top flight, con- 
scientious representative, large personal 
following; can produce results for es- 
tablished, responsible manufacturer. Ad- 
dress “J., 1729,” care J C-K. 








Side Lines 


SALESMAN, with retail following, to han- 
dle full religious line at competitive 
prices; 12%% straight commission; 
South, Southwest, Midwest and West 
Coast. Address “G., 1641,” care J C-K. 


CULTURED pearl importer has some 
territories still open for salesmen 
carrying non-conflicting side lines; 
give all details first letter, confiden- 
tial. Address “G., 1748,” care J C-K. 


SALESMEN, following with jobbers, to 
carry complete line of fine quality 
leather, nylon, plaid and novelty wrist 
watch straps; Midwest, East and South- 
ern territories open. Address “K., 1750,” 
care J C-K. 


SALESMAN to carry exclusive side line 
of smokers articles and other gift items, 
sterling, gold filled and 14K; estab- 
lished territory Southeastern territory 
including Florida. Address “S.W., 1751,” 
care J C-K. 


SALESMEN, with following, to represent 
manufacturer of gold filled and sterling 
boxed costume jewelry including 
scarabs, selling direct to retailers; small 
line; all territories open. Address “H., 
1677,” care J C-K. 


SALESMEN, with established jewelry 
store following to sell English bone 
china cups and saucers and open stock 
of leading British makers; excellent 
territories open; give details. Address 
“F., 1480,” care J C-K 


SALESMAN, with a non-conflicting line, 
to represent a manufacturer of wed- 
ding rings, mountings, emblems, etc. 
for the States of Indiana, Michigan and 
Illinois; strictly commission basis. Ad- 
dress “I., 1669,” care J C-K. 


MANUFACTURER of ladies’ fancy 14K 
gold mountings for diamonds, wants 
experienced salesmen, one to represent 
us in the Middle West and one for 
Pacific Coast to the retail stores; state 
bax nee Address “T., 1608,” care 
































SALESMAN, having following among 
better department, specialty and jewelry 
stores to carry a fine manufacturer’s 
rhinestone and pearl line; territories 
open, Chicago and vicinity, Middle West, 
Pennsylvania and Texas. Address “A., 
1425,” care J C-K. 


SALESMAN with following of better 
credit and cash retail stores, Middle 
West territory; we manufacture a line 
of ladies’ well made 14K fancy ring 
mountings for diamonds; commission 
basis; state experience. Address “S., 
1607,” care J C-K. 








SALESMEN, with following among re- 
tailers, to sell outstanding line of ear- 
rings, necklaces, bracelets, charms, tie 
clasps, and cuff links, made with genu- 
ine gemstones, retailing from $1 up; 
give full details and references in first 
letter. Address “S., 1708,” care J C-K. 

SALESMEN for New Mexico, Arizona, 
Utah, Idaho, Oregon, Washington, 
Montana, Colorado, Wyoming; re- 
tail following jewelers, department, 
gift stores; commission basis; ex- 
cellent line rosaries, medals, religi- 
ous jewelry. Box 306, Altadena, 
Calif. 

SIDE LINE salesman for popular priced 
and fast selling line of Swiss watches; 
nationally known; attractively pack- 
aged; priced to meet all competition ; 
small line of only a few trays; give 
full details of territory, experience and 
— Address “A., 1475,” care 
J C-K. 


SALESMAN; loose goods diamond man 
with established following among re- 
tailers, jobbers and chain stores in the 
Central States area to carry a fine line 
of 14K, unmounted, bridal sets; splen- 
did opportunity to increase your dia- 
mond sales and earnings; commission 
basis; give full particulars. Address 
“W., 1742,” care J C-K. 

SALESMAN: for Southern States; rep- 
resent manufacturer established 40 
years; extensive line popular priced 
diamond bridal sets, fancy rings, 
men’s rings, etc.; we have wide 
established trade in South; experi- 
ence and personal following neces- 
sary; non-conflicting side line agree- 
able. S. Reiman & Sons, Inc., 64 
W. 48th St., New York 36, N. Y. 

SALESMAN, with established trade in 
the Midwest and Chicago, to whole- 
saler, chains, and large users, wanted 
by manufacturer of a ladies’ mounting 
ring line; we make a diversified line of 
lock sets, princess rings, clusters and 
fancy rings in gold and platinum; we 
have trade throughout; commission 
basis; no objection to non-conflicting 
side line. Apply to, Wax & Skolnik, 
Inc., 62 W. 47th St., New York City. 

SALESMEN wanted, for New England 
territory, State of Pennsylvania and 
New York State, excluding Greater 
New York City, also for Southeast- 
ern and _ Southwestern territory; 
manufacturer of popular priced line 
silver plated hollowware is open for 
good representation; line well plac- 
ed in all above territories; drawing 
account or straight commission; no 
objection to one side line. Address 
bel 1679,” care J C-K. 


JEWELRY salesmen, retail following, 
sell one of the hottest ideas in gold 
stone rings today; Vari-Gem-only 
line where retailer himself can in- 
terchange and reset stones in 60 
seconds, compact side line, excellent 
commission; number of protected 
territories open; supply references, 
experience, detailed listing of cities 
presently covered, frequency of 
coverage; confidential. D. Pfeffer 
Co., 106 Fulton St., New York City. 






























































































































Help Wanted 





SALESMAN; loose goods diamond man 
with established following among re- 
tailers, jobbers and chain stores in the 
East and Southeast, to carry a fine 
line of 14K bridal sets, unmounted, 
commission basis; give full particulars, 
Address “V., 1741,” care J C-K. 


SALESMAN; experienced, represent man- 
ufacturer, religious jewelry, gold and 
silver, excellent side line; territory, New 
Jersey, Washington, D. C., and Eastern 
Pennsylvania; car necessary; estab- 
lished accounts, commission basis; ref- 
erences. Address “E., 1556,” care J C-K. 


SALESMAN to carry loose diamonds for 
well established importer; must have 
following and experience; all territories 
open; may carry side line in mountings 
or watch cases; write, giving refer- 
ences and background; all replies con- 

fidential. Address “‘N., 1647,” care J C-K. 
































WANTED; A-1 jeweler, who can repair 
-~ set stones. Address “V., 1461,” care 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 

MANAGERS; New York jewelry chain 
needs experienced credit store man- 
agers; give details of experience. Ad- 
dress “V., 1661,” care J C-K. 


IMPORTING house wishes salesman; 
commission basis; to sell loose dia- 
monds; to cover Michigan, Wisconsin, 
etc. Address “R., 1683,” care J C-K. 


JEWELER, possessing creative ability; 
fine place with a wonderful opportu- 
nity; write full particulars in first 
letter. Address “U., 1666,” care J C-K. 


(Continued on page 172) 
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(Continued from page 171) 
HELP WANTED—Continued 


JEWELER, good mechanic, who can do 
setting; pleasant place to work and 
good pay; give information in detail 
vor letter. Address ‘“M., 1668,” care 











SALESMAN; leading watch material 
house has opening for a capable man 
to call on established accounts; give 
full details in first letter. Address “E., 
1639,” care J C-K. 

SALESMAN for credit jewelry store; op- 
portunity for pleasant and ambitious 
person; Central Ohio; give age and 
past experience in letter. Address “T., 
1711,” care J C-K. 


MANAGER, for leased fine jewelry de- 
partments in leading department stores 
throughout the country; strong selling 
background essential. Address ‘“W., 
1662,” care J C-K. 

WEST COAST salesman, with follow- 
ing, to represent manufacturer of 
well known mounted line for better 
stores; references required. Address 
J., 1590,” care J C-K. 

JEWELER, with from 10 to 20 years’ 
experience on special order work and 
also capable of assuming responsibili- 
ties; fine position and a future. Ad- 
dress ‘“‘Q., 1667,” care J C-K. 

LADY, experienced in jewelry busi- 
ness, to take charge of jewelry con- 
cession in department store in 
South; good salary and commission. 
Address “L., 1645,”’ care J C-K. 


SALESMAN, selling to retail jewelers, 
to carry manufacturer’s line of 
ladies’ and men’s stone and dia- 
mond rings; state territory and ex- 
perience. Address “C., 1726,” care 
J C-K. 

WATCHMAKER, experienced ; 
week; ideal working conditions in 
Northern Ohio city; permanent job; 


state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 

SALESMAN wanted; Chicago and 
Midwest; side line of exclusive 
manufacturer’s 14k jewelry, suit- 
able for high class stores only, com- 
mission basis. Address “C., 1700,” 
eare J C-K. 

EXCEPTIONAL opportunity for high 
class thoroughly experienced, competent 
credit jewelry store manager; reply 
with complete details which will be 
held strictly confidential. Address “H., 
1642,” care J C-K. 

SALESMEN wanted; good line of 
watch straps to wholesale jewelers; 
many territories open; only experi- 
enced men with following apply; 
10% commission basis, Address 
“P., 1656,” care J C-K. 

WATCHMAKER, also able to do some 
light jewelry work; good working con- 
ditions and salary; nice college town 
and farming community; good living 
conditions. Write, Burt Johnston, Boze- 
man Jewelry, Bozeman, Mont. 

SALESMAN, having following in Mid- 
dle West and South, to represent 
manufacturer of well known dia- 
mond line; prefer resident in that 
territory; reference required. Ad- 


dress “H., 1598,” care J C-K. 


SALESMAN, for Denver territory, 
earry side line of promotion line 
of diamond and stone rings; give 
territory, experience and lines car- 
ried. Davidson & Sons Jewelry Co., 
20 W. 47th St., New York 36, N. Y. 


SALESMEN wanted; calling on retail 
stores South and Southwest; largest 
line of fine scarab jewelry; 14K and 
gold-filled; trademarked, advertised 
and well known; competitively 
priced. Address “N., 1735,” care 
J C-K. 























five day 























JEWELER, top mechanic for fine Long 
Island store; finest quality work in 
gold and platinum required; moderate 
salary, but this is a permanent, steady 
year around position; give experience 
and salary required. Address “D., 1630,” 
care J C-K. 


WHOLESALE jewelry salesman; call on 
retailers Southeast; splendid opportu- 
nity. with leading established Southern 
wholesaler. Write, telephone or wire, 
Gulf Coast Jewelry & Specialty Co., 
Inc., 51 Dauphin St., Mobile, Ala. Tele- 
phone 2-7721. 


WANTED, credit manager, for unit with 
one quarter million outstanding in ag- 
gressive operation; personnel employed 
in office, eight; starting salary, $600 
per month, plus incentive; located San 
Francisco-Oakland area. Address “Y., 
1743,” care J C-K. 


SALESMEN to eall on retail jewelers 
with a manufacturer’s fine line of 
diamond set and unset 14K dinner 
rings, together with bridal sets, and 
gents’ mountings; special considera- 
tion to right man. Address “N., 


1580,”” care J C-K. 


EXPERIENCED saleslady, in charge of 
silver department in Buffalo, N. Y.; 
good salary, commission, steady, a real 
opportunity for the right person; in 
your reply state your experience, refer- 
ences, marital status, and age. Address 
“B., 1671,” care J C-K. 


SALESMAN wanted by Shiman Bros. & 
Co., Inc., 234 W. 39th St., New York 18, 
N. Y., for entire South; take over and 
supplement substantial and well es- 
tablished trade: will only consider man 
accustomed to high earnings; all com- 
munications confidential. 


WANTED; A-1 watchmaker, if possible 
ring sizing and some jewelry repairs, 
capable of taking charge repair depart- 
ment; salary, position permanent; store 
air-conditioned, and established 1932: 
living conditions good, on the Gulf of 
Mexico. Cogburn Jewelry Co., Panama 
City, Fla. 


SALESMAN, calling on retail jewelers 
in Minnesota, Wisconsin, Iowa and 
adjoining states, to carry manufac- 
turer’s line of diamond and stone 
rings; give complete information 
first letter. Davidson & Sons Jew- 
elry Co., 20 W. 47th St., New York 
36, N. Y. 

JEWELRY chain wants experienced sales- 
man, familiar with credit jewelry op- 
eration and office credit procedure, to 


serve as manager for store in small 
Mid-western town; opportunity for ad- 





























vancement: please state qualifications 
and references. Address “M., 1654,’ 
eare J C-K. 

RETAIL salesman, experienced in all 


phases of jewelry sales including dia- 
mond remodeling work; must be clean- 
cut and personable; moderate salary, 
but position is permanent in fine old 
Metropolitan store; give experience and 
salary required. Address “B., 1629,” 
care J C-K. 


MANAGER, for credit jewelry store; 
must be thoroughly experienced 
for a real live jewelry and clothing 
store; $125 weekly salary, plus 
commission on all sales; a real job 
for the right person. Mayor’s Jew- 
elry Co., 5th & Vine Sts., Cincin- 
nati, Ohio. 


WATCHMAKER, experienced; per- 
manent position in air-conditioned 
store for good workman; excellent 
working conditions; able to take 
charge of department; salary $80 
to $100 week, plus bonus; furnish 
references. Address “T., 1651,” 
eare J C-K. 














SILVERWARE salesman for South- 
eastern States, to handle well- 
known line of plated hollowware, 
giftware, and coffee makers; must 
be experienced with established fol- 
lowing; give full details. Keystone 
Silver Inc., 509 W. 34th St., New 
York 1, N. Y. 





OPENING in North Carolina for exper 
enced man who_ understands " 
jewelry business from A to Z: 
other need apply; married man pre 
ferred and must be capable of promot. 
ing, window dressing, credit and ad. 
vertising; give full particulars in firg 
letter. Address “J., 1643,” care J OK 





a | 
SALESMAN—resident to cover South 
and Southwest, carrying well estab. 
lished, advertised line of 14K golq 
and pearl jewelry including watches, 
bracelets, chokers, pins, earrings, 
discs and a complete line of men’s 
gold jewelry; all replies confiden. 
tial. Address “F., 1637,” care J C.-K, 
as, 

SALESMEN ; old established and nation. 
ally known manufacturer of acetate 
packaged, popular priced, non-competi. 
tive sterling silver gift items, as wel 
as hollowware and baby goods for gift 
shops, jewelers, department stores, has 
openings in Middle West and South: 
commission basis. Address “N., 1544 
care J C-K. , 








a 
WE are an aggressive seven store chain: 
personnel, 95; volume over $2,000,000: 
plan further expansion; great opportu: 
nity for live creators to join as sales. 
men and become big earning managers; 
our salesmen make $9,000 to $11,500 a 
year; our managers $13,000 to $16,000, 
located San Francisco, Oakland area, 
Address “A., 1744,” care J C-K. 








SILVER plated hollowware, short easy 
to handle promotional side line, wants 
manufacturers agents, or salesmen; all 
territories except West Coast and New 
England; very good tea sets; volume 
possibilities ; commission basis; all mn. 
quiries will be acknowledged; no ob. 
jection other lines; write particulars, 
Address “V., 1622,” care J C-K. 





CLOCK salesmen for universally 
known imported brands; _ travel, 
desk, also 400 days, fast selling 
line; also nationally advertised 
popular priced Swiss watch line; 
real opportunity for right men with 
excellent following; choice _ terri- 
tories open; write fullest confidence, 
Address “‘E., 1719,” care J C-K. 





SALESMEN, with established following, to 
sell an outstanding promotional line of 
14K white gold diamond watches, with 
or without movements; diamond attach- 
ments; all diamond set crosses; wed- 
ding and diamond ring sets; also avail- 
able a well known, competitively priced 
good Swiss watch line; may be carried 
ata lines. Address “B., 1533," care 


OLD established diamond ring house 
that has ready acceptance, has sev- 
eral territories open, South, Middle 
West and New England; no aspir- 
ants; very liberal drawing account 
against commissions; liberal com- 
missions; our men know of this ad; 
all information kept in strict con- 
fidence. Address “M., 1455,” care 
J C-K. 


SALESMAN with established following 
among jewelers, gift shops and de- 
partment stores in Pacific Coast 
territory to represent prominent 
manufacturer of silver plated and 
chrome hollowware on commission 
basis; must be well-known in terri- 
tory and give intensive coverage; 
submit full details. Address “F., 
1721,” care J C-K. 


SALESMEN wanted to represent 56 
year old, reputable diamond ring 
manufacturer with the most com- 
plete and promotional ring lines in 
America; opportunity unlimited for 
three top bracket salesmen, with 
established following in West Coast, 
Southwest, or Southeast. K. Poli- 
shook & Son Corp., 216 E. 45th 
St., New York 17, N. Y. 
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SALESMAN; manufacturer of gold aud 
gold filled jewelry celebrating its 
50th anniversary has established ter- 
ritory available; excellent opportun- 
ity for high calibre man calling on 
better retail jewelers and depart- 
ment stores in Carolinas, Virginias, 
Kentucky and Tennessee; all replies 
confidential. A & Z Chain Co., 116 
Chestnut St., Providence, R. I. 





———7/''_o'™Om~ 


SALESMEN wanted; loose diamonds; 
well established firm, diamond im- 
porter, is looking for respected, ex- 
perienced salesmen with good fol- 
lowing to carry assortment of loose 
diamonds; all territories open; ex- 
cellent opportunity for the right 
men; write, giving references and 
full particulars; all replies held in 
strictest confidence. Address ‘‘M., 


1646,” care J C-K. 








SALESMAN, acquainted with department, 
jewelry and specialty store buyers for 
Minnesota, Dakotas, Iowa, Missouri, 
Kansas, Nebraska territory; orginal, 
national advertising, guaranteed-for- 
life, rhinestone line made by 33 year 
old reliable manufacturer; 12% com- 
mission protected territory; prefer resi- 
dent travel by car; give full particulars 
first letter. Ralph Singer Co., 656 N. 
Western Ave., Chicago 12, IIl. 





MANUFACTURER of popular priced 
rhinestone and white goods lines, 
costume jewelry, etc., seeks good 
salesmen to cover all types retail 
stores in protected territories; this 
volume line is not large and can 
be easily carried in conjunction with 
other non-conflicting lines; many 
“hot” numbers; excellent oppor- 
tunity. Oleet Jewelry Mfg., 305 E. 
47th St., New York City 17. 





GREAT opportunity for top salesman; 
leading diamond ring concern seeks 
jewelry salesman for the West Coast 
territory; we are looking for a man 
with an established following among 
the better retail credit jewelers on the 
West Coast; we are a nationally ad- 
vertised name house; we are only in- 
terested in a man who can earn $25,- 
000 or over; apply by letter only giv- 
ing full particulars and _ previous ex- 
perience; strictest confidence guar- 
anteed. Address “A., 1732,” care J C-K. 





GENERAL manager; one of America’s 
most successful chains, long estab- 
lished and located in the Midwest, 
seeks a top notch executive, one 
who fully understands inner pro- 
cedure of large credit jewelry oper- 
ation; must major in purchasing, 
promotional and advertising end of 
business; applicant’s reply will be 
treated in strict confidence; please 
include personal statistics, salary re- 
quirements and complete resumé of 
your background. Address “B., 
1476,” care J C-K. 


SALESMAN ; Southern territory for a line 


of popular sterling silver hollowware; 
our line is very well placed throughout 
the territory among jewelers, depart- 
ment stores and gift shops and we can 
offer a salesman a fine opportunity for 
substantial earnings; we are seeking a 
man who is well-known in the territory 
and who can give us the intensive cov- 
erage we have had previously; we have 
no objections to a non-competing line; 
please furnish us complete details as to 
background, experience, other lines car- 
ried. Crown Silver, 366 Fifth Ave., New 
York City. 





IF you’re what they call a darned good 


man, here may be just the opportunity 
you’ve been looking for, managing a 
fine modern credit jewelry store doing 
a large volume in a lovely scenic town 
of 50,000 in Southern New York State; 
you must be thoroughly experienced in 
every phase of store management; you’re 
between 38 and 50, you want a perma- 
nent happy association with a healthy 
future; we have three stores; we have 
two swell managers ; we need one more; 
if you think you fill the bill then write 
in confidence stating age, experience, 
salary record; thank you. Ed Freed, 
care of Alpert’s, Elmira, N. Y. 





DIAMOND ring salesman; we have an 


opportunity for three top-notch men 
with experience and following in 
their respective territories; drawing 
account against commission; in ad- 
dition to our powerful diamond 
ring line, we have just added a lock 
set manufactured exclusively by us; 
to the right man, willing to work, 
this is an exceptional opportunity; 
all replies held confidential; our 
men know that some rearrangement 
of territories, including the South, 
is under consideration. Address all 
replies to, W. F. Sebel Co., 315 W. 
Fifth St., 10th Floor, Los Angeles, 
Calif., attention of W. F. Sebel per- 
sonally. 





For Sale 


Stores, Stocks and Businesses 





FOR SALE wholesale loose diamond and 


diamond ring business, operating since 
1927; reason, retiring. Address “K., 
1644,” care J C-K. 





FLORIDA jewelry store, established 20 


years; failing health ; must sell quickly ; 
offering at half cost on very easy terms. 
Tesch, 12 Orange Ave., Sarasota, Fla. 





FOR SALE, well equipped jewelry shop 


for repairs and special orders, in the 
fastest growing city in Florida, reason, 
old age. Address ‘“S., 1650,” care J C-K. 





JEWELRY repair shop, wholesale busi- 


ness, sales $30,000 year, repairs, en- 

graving, diamond setting; downtown 

large Ohio city : good reputation; priced 

ri oa Apple Co., Brokers, Cleveland, 
Oo. 





JEWELRY and gift shop combined in 


Tampa, Florida, cash and credit; fine, 
clean stock; enjoying A-1 reputation; 
very good repair business; excellent 
location; all major lines. Address “C., 
1409,” care J C-K. 





FOR SALE, cash jewelry store, Central 


Massachusetts; excellent location; ex- 
cellent stock and fixtures; established 
50 years; can be bought right; impaired 
health reason for selling. Address “H., 
1530,” care J C-K. 





SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
In strict confidence; our present 
managers know of this ad. Address 


“H., 1737,” care JC-K. 








JEWELRY store for sale, with well es- 


tablished following; ideal for expert 
watchmaker; selling due to illness; can 
be reasonably purchased with entire 
stock, or 50% of stock. Address “T., 
1740,” care J C-K. 





FULLY equipped jewelry store with or 


without stock; 25 by 35 feet; choice 
location across the street from Sears 
and Penneys; $3000 will handle; won- 
derful opportunity for young man. John 
Hopton, Okmulgee, Okla. 








FOR SALE; well established jewelry and 


gift store; quality stock, attractive fix- 
tures, fine repair department; one of the 
best locations in rapidly growing Colo- 
rado Springs; owner wishes to retire. 
Address “N., 1603,” care J C-K. 


FOR SALE; modern cash jewelry store, 


excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 





“WE HAVE made ours” and are ready to 


retire; we are offering our wholesale 
diamond mounting and jewelry business 
at a bargain price; finest trade; best 
location in Philadelphia; established 
1912. Samuel Lashof & Co., S.W. Cor. 
7th & Sansom Sts., Philadelphia, Pa. 





SMALL modern jewelry store located in 


high class shopping area in Southern 
city of over 125,000; very reasonable 
rent with good lease ; ideal for individual 
operation or chain; sacrifice for $3000 
cash; new birch fixtures and clean 
stock ; reason, impaired health. Address 
“T., 1505,” care J C-K. 





MODERN, exceptionally beautiful, air- 


conditioned store in small growing in- 
dustrial town in Connecticut; 100% lo- 
cation, long lease, top franchises; ex- 
cellent business, mainly cash; buy with 
or without stock ; $10,000 without stock; 
will consider trade with A-1 store in 
Arizona. Address “G., 951,” care J C-K. 





JEWELRY factory, many years estab- 


lished, with a wonderful reputation, for 
sale; in a fine locality, doing a very fine 
business; only reason for selling is due 
to age; an unusual opportunity for a 
man with ability; will require a down 
payment of $75,000; write in detail; 
— Address “C., 1665,” care 





SMALL, one-man store in thriving indus- 


trial and rich farming section of Ohio; 
low rent, good location; important rail- 
road watch inspection contract; inven- 
tory can be reduced to minimum; own- 
er, out of city, with other interest; ex- 
cellent opportunity for progressive in- 
dividual; all replies strictly confiden- 
tial. Address “R., 1737,” care J C-K. 





MODERN credit jewelry store in Southern 


California; volume over 165,000 a 
year, choice location; have too many 
other interests, wish to retire; estab- 
lished over 20 years; fine reputation; 
will sell for inventory; will include fix- 
tures at no extra charge; all cash; in- 
ventory around $65,000; can be reduced ; 
clean merchandise; is possible with this 
location to do one quarter million dol- 
lars. Address “A., 1628,” care J C-K. 





WASHINGTON, D. C. area, in thriving 


Maryland city, established location, with 
@ prosperous diamond, watch and ster- 
ling silver business, also other featured 
popular merchandise; very attractive 
store in heart of city; airconditioned, 
modern and up-to-date; good lease; 
yearly volume $72,500; excellent watch 
and jewelry repair business; will sell 
merchandise, fixtures and equipment at 
inventory price; reason for selling, re- 
tiring from business. Address “S., 
1684,’ care J C-K. 





SANFORD, N. C.; beautiful jewelry store 


for sale, no merchandise or accounts re- 
ceivable to buy; good lease, rent $200 
month; new front, store 15 x 150; 
plenty of storage room; new fixtures, 
air-conditioned, completely furnished ; 
repair department included ; put in your 
own merchandise and you’re in busi- 
ness; excellent payroll town; price 
$5,000; terms can be arranged; ready 
for reliable party January 1. Contact, 
J. O. Simpkins, Telephone 3752 (day) 
4775 (night) New Bern, N. C. (No let- 
ters please.) 





HARTSVILLE, S. C.; brand new jewelry 


store for sale, with or without inventory 
or receivables; good lease, rent $125 
month; completely new store inside and 
out, 10 x 75, air-conditioned, completely 
furnished, ready to move in; repair de- 
partment included; excellent payroll 
town; owner consolidating interests to 
two stores instead of chain; price right, 
$5,000 plus inventory and receivables, 
if party wants inventory or receivables ; 
ready for right party January 1. Tele- 
phone, J. O. Simpkins, 3752 (day) 4775 
(night), New Bern, N. C. 


For Sale 


Tools, Equipments 





USED tools, benches, lathes, cleaning ma- 


chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





TOOLS, equipment, complete new plat- 


ing plant, gold, silver, nickel, copper, 
hundreds buffs, scratch brushes, sup- 
plies, three new Green rectifiers, buff- 
ers, vats, $3,000: write details. Moses 
George Jewelry, Thibodaux, La. 








(Continued on page 174) 
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Business Opportunities 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
pages 32, 33. 

See page 157, Thomas J. Faussett, 
Auctioneer, 521 Fleming St., Howell, 
Mich. 

ANTHONY J. Gregory, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
cago, Ill. 26. 

WANTED ; first class engraver interested 
in buying outrite/or half interest in 
established_ business in Miami, Florida. 
Write to, H. Tamme, 707 Prof. Bldg., 
Miami. 

RAISE cash immediately through a 
dignified auction sale. Colmes & 
Brill, auctioneers and appraisers, 15 
W. 47th St., New York; see our 
display ad page 155. 

M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
101 South Raleigh Ave., Atlantic 
City, N. J. Phone 4-7231. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass, 


CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar write, 
wire or phone R. A. Zanone & Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. Phone 5-0660. 

SAMUEL GANSBERG will buy your sur- 
Plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 

OLD established watch attachment 
manufacturing company has open- 
ing for partner or will sell outright; 
wonderful opportunity for right 
party; it would require about $50.,- 
000; we will not answer unless full 
information is given in detail. Ad- 


dress “N., 1500,” care J C-K. 


WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 420 Madi- 
son Ave., New York, Telephones 


PLaza 8-2110-2111. 


I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out- 
of-business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, 
New York, N. Y. 












































DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. ¥. Telephone PL. 7-4693; 
See page 103 for additional details. 


Wanted to Purchase 


CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 

WANTED; a well established business 
with good amount of repairs; prefer 
Florida, East Coast or New England 
States; neighborhood of $10,000. Ad- 
dress “S., 1739,” care J C-K. 

CASH for watches, movements, solid gold 
cases, watchmakers’ lathes, motors, 
cleaning machines, timing machines, 
staking tools, ete. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIl. 

ESTABLISHED jewelry store wanted, 
100% location, doing over $65,000 an- 
nually, with leading lines in sterling and 
watches; state full particulars in first 
letter. Address “‘M., 1543,” care J C-K. 

STERLING silver flatware and standard 
brand watches; immediate payment or 
estimate by return mail; references 
Jewelers Board of Trade or Dun & 
Bradstreet. London Watch Co., 540 5th 
Ave., New York 36, N. Y. 

WANTED; interested in buying cash 
jewelry store (not repair shop) with es- 
tablished reputation; will pay highest 
possible price; prefer Northeastern 
United States; replies confidential. Ad- 
dress “E., 599,” care J C-K. 


$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References: 
Dun & Bradstreet Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 


ton, Texas. 


WATCHES and diamonds wanted; any 
quantity; all brands; highest cash 
prices paid; we also buy surplus 
jewelry, rings and diamond jewelry, 
diamond rings, etc.; correspondence 
invited; references: The Houston 
National Bank of Houston, Texas 
or Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 2nd Floor Melrose 
Bldg., Houston 2, Texas, 





























WE pay cash; send us your surplus 
jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, scrap 
gold, or any other jewelry; acknowl- 
edgment of your shipment same 
day by phone; our check to you 
within 24 hours. R. A. Zanone Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn, References: Union 
Planters Bank, Memphis, Tenn. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weiman’s, Dept. K, 108 
Beale Ave., Memphis, Tenn. 


Watch Work, etc., for 
the Trade 





SINCE 1921 reliable watch repairing for 


the trade; efficient, dependab 
service. Standard Watch Sorvins a 
Broadway, New York 10, N. Y, ” 





ONE week’s service; one year guaranty: 

expert watch repairing, accurate Watch. 
master timing; reasonable prices. Freq 
a ade 48 W. 48th St., New York 36, 





LT 


SPECIALIZING in repairing chrono. 


graphs and all types of watches; all 
watches timed by the Watchmaster: 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





COMPLICATED and plain watch repair. 


ing; chronograph cleaning, $8; watches 
timed _on Watchmaster, one week’s ser. 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





BOSTON, Mass.; expert and guaranteed 


watch repairing; Watchmaster tested: 
prompt service; prices on request; mail 
orders invited. David Migdal & (Co, 
109-B Summer St., Tel. Hu 2-9547, ” 





EXPERT watch repairing for the trade: 


repair all types of watches, pick up and 
delivery; all work guaranteed; mai] 
orders invited. David Magier, 175-26 
+ Flushing, N. Y. Tel. Jamaica 





CHRONOGRAPHS cleaned, $6.50, postage 


prepaid; competitive prices on all re. 
pairs on request; Watchmaster timed; 
week service; year guarantee. Time 
oo. 35 S. 18th St., Philadelphia 
» Pa. 





MASTER watchmaker; specialist in finest 


repairing on all makes of watches; guar- 
anteed work ; Watchmaster timing; fast, 
dependable, reasonable. Bernard Roth- 
enberg, 3139 Coney Island Ave., Brook- 
lyn, N. Y. Nightingale 8-8227. 





TWENTY-FIVE years’ experience in 


fine watch repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 





MODERN watch repair service; humidity 


controlled, dust free shop; staff of 
highly qualified experienced repairmen; 
work electronically timed and adjusted; 
automatic and a watches our 
specialty ; waterproof watches sealed 
in condensation free air; 5-day service; 
work fully guaranteed for one year. 
Ed Falkenhayn, 6266 N. Leona Ave. 
Chicago 30, Ill. 


Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver, or plati- 


num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 





STONE encrusting, engraving and 


drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings: lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 


Rs Pi PASEO SA ERE AP EOE DTS SE LEE 


Miscellaneous 








WATCHMAKERS’ JOURNAL; contains 


valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co. 7% N. Atlantic Ave, 
Daytona Beach, Fla. 


| 
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IT BEARS REPEATING 


From time to time for the past year, on this 
page we have said how important it is for the 
retailer to sell the value of his services; that is, 
if he is to successfully compete with the price cut- 
ters who exist today in so many forms. 

He must not only sell these services by promot- 
ing them in his advertising and mentioning them 
in his sales talks—but he must cheerfully DE- 
LIVER them. (We may have said that before, too.) 

There is no more sense in short-changing a cus- 
tomer on services than there is in short changing 
him on merchandise. In this, as in any other 
form of smallness, retribution sets in promptly. 
The penalty is lack of business development; an 
assignment to perpetual smallness. 

How short-sighted this is, when one realizes that 
most jewelers are already expensively equipped to 
deliver important, wanted services, yet to save a 
few pennies or a few ounces of personal effort they 
withhold from a customer those little additional 
courtesies which make and hold a customer. 

“What,” the jeweler might ask himself, “have 
I to offer the customer today (which the price- 
cutter hasn’t) if it isn’t those additional services 
traditionally identified with the established 
jeweler?” 

And if you don’t think it is for these “niceties” 
of service that the jeweler is patronized, look again. 
In line with this, we were interested in a recent 
report on an experiment of the Aaron-Scott Maple 
Shoppe of Venice, Calif. They recently offered 
their customers the choice of (1) buying at dis- 
count prices and foregoing service or (2) paying 
regular prices and getting the store’s usual services. 

The result: 90 per cent chose the higher price 
which included the services. 


THE WHOLE IS A SUM TOTAL 
OF THE PARTS. YOU ARE ONE 


The Bureau of Census of the Department of 
Commerce is all set to take the long awaited cen- 
sus of American business. The last one the Bureau 
made covered the year of 1947. The forthcoming 
project will cover 1954. During those seven years 
_ heretofore uncovered changes have taken 
place. 
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The information produced by the new census 
figures will provide every businessman (particu. 
larly our suppliers) with vital statistics on which 
to base intelligent distribution and merchandising 
plans. (JC-K will, of course, translate the Goy. 
ernment figures in an effort to point out their sig. 
nificance to the retail trade.) So this information 
which the Bureau of Census is seeking, is of 
prime importance to you. 

Therefore, when you receive your questionnaire 
in the mail, early in °55, answer the questions as 
accurately as you can. Also, in order to make 
the final figures available at the earliest date, re- 
turn your completed questionnaire as soon as you 
can. Do not put it off. Delay in the Bureau's 
receipt of individual returns will only postpone 
the individual’s receipt of the Bureau’s final, coun- 
try-wide compilation of the data. 


SALUTE 


On the other pan of the scale from that which 
holds the “difficulties” of an editor’s existence are 
many pleasant privileges, like writing “In Con- 
clusion.” This little monthly effort has many 
attendant personal satisfactions. 

For example, we have the hopeful subconscious 
feeling that our efforts may be of help to someone. 
Also, our writings enable us to exercise the deep- 
seated, if ungraceful, human desire to let other 
people know what we think and to tell them how 
they should run their business. 

But our mood at the moment is the mood of the 
season, humility; humility before the fine per- 
formance of the thousands in our industry who 
this past year have profitably furthered the honor- 
able traditions of our trade. 

And thus we satisfy another human desire en- 
joyed by most people, to acknowledge a job well 
done by a friend. 

May peace be your reward at Christmas and 
your treasure during the coming year. 


Mecesbek Arig 
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The most important 


pattern news in years 


1847 ROGERS BROS. 
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SIUTTMS SEAS 


IN 


CHECK YOUR 
STOCK NOW 
FOR A BUSY, 
PROFITABLE 

SPRING! 


The pattern that's a new idea in silverware design has been 


setting new sales records ever since it arrived! 


And with spring just ahead — sales of South Seas should be bigger 
than ever! Engaged girls with Christmas checks to spend, brides and folks 
buying for brides, older customers with new ideas about their 
homes—they'll all be asking to see new South Seas. 


So reorder this great new silverplate pattern NOW! Display it in your window 
Feature it inside your store! There's no “season” for a best seller—no limit 


to the profits you can realize from South Seas* for a long time to come! 


TODAY’S LOOK IN FINE SILVERWARE 





